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Times  holds 
2nd  nuke  story 

For  the  second  time  in  less  than  two 
months,  The  New  York  Times  delayed  for 
one  day  publishing  a  story  on  a  federal 
investigation  into  stolen  nuclear  weapons 
secrets  by  China,  newspaper  officials  say. 

A  Page  One  article  about  how  a  scien¬ 
tist  at  the  Los  Alamos  National 
Laboratory  in  Los  Alamos,  N.M.,  down¬ 
loaded  secret  data  about  U.S.  nuclear 
weapons  from  a  government  computer 
had  been  scheduled  to  run  on  April  27, 
according  to  Times  spokeswoman  Lisa 
Carparelli. 

But  after  FBI  officials  asked  that  the 
story  be  delayed  so  that  it  would  not  inter¬ 
fere  with  the  investigation.  Times  editors 
held  off  for  one  day,  publishing  the  story 
as  the  lead  on  April  28. 

“The  FBI  appealed  to  us  to  hold  the 
story  under  the  argument  that  it  would 
impede  their  investigation,”  says 
Carparelli,  who  declined  to  specify  what 
information  was  considered  sensitive. 
“This  is  an  ongoing  investigation  involv¬ 
ing  national  security.” 

The  delay  occurred  nearly  two  months 
after  the  Times  held  of  for  one  day  pub¬ 
lishing  a  previous  story  on  the  scientist. 
Wen  Ho  Lee,  after  FBI  officials  feared 
that  the  story  would  cause  Lee  to  flee 
before  he  could  be  interviewed.  That 
story,  slated  to  run  on  March  5,  was  pub¬ 
lished  a  day  later. 

Carparelli  stressed  that  the  recent 
incidents  do  not  mean  that  the  Times  is 
relaxing  its  standards  for  printing  news 
quickly  and  accurately,  saying  that  the 
newspaper  will  review  any  request  for  a 
delay  individually  and  act  on  the  merits 
of  each  situation.  —  Joe  Strupp 

NAA  guests  jump, 
Jive,  and  wail 

If  anyone  attending  the  party  thrown  by 
The  Copley  Press,  Inc.  during  last  week’s 
NAA  Conference  in  San  Diego  expected 
the  usual  wine  and  hors  d’oeuvres  fare 
with  cheesy  wedding  band  entertainment, 
they  were  in  for  a  big  surprise. 

The  San  Diego-based  newspaper  chain, 
which  owns  The  San  Diego  Union- 
Tribune  and  seven  other  dailies,  took  over 
a  Navy  helicopter  hangar  and  overhauled 
it  with  dark,  brooding  sets  to  look  like 
something  of  out  of  the  film,  Metropolis. 
With  new  carpeting,  lighting,  and  multi¬ 


story  doors, 
the  place 
rivaled  even 
the  trendiest 
Hollywood 
nightclub. 

After  a 
five-star  din¬ 
ner  with  the 
usual  dance 
band  music, 
former  Stray 
Cats  guitarist 
Brian  Setzer 
took  stage  with  his  new  swing-style 
orchestra  that  jumped  and  jived  for  hours. 

And,  lest  you  think  the  tie-and-coat 
crowd  was  allowed  to  stay  off  the  dance 
floor,  about  20  T-shirt-and-khaki-clad 
youngsters  came  running  from  the  wings  to 
put  on  their  own  show  and  lure  [sometimes 
drag]  some  of  the  nation’s  most  powerful 
newspaper  honchos  out  for  a  twirl. 

“It  was  a  first-class  party  because  the 
Copleys  believe  in  doing  it  right,”  says 
Copley  executive  vice  president  Charles 
Patrick.  “That  is  their  way  of  doing  things.” 

Patrick,  who  says  the  Navy  loaned  the 
use  of  the  hangar  in  exchange  for  a  chance 
to  promote  Navy  activities  in  the  area  dur¬ 
ing  the  festivities,  declined  to  say  how 
much  the  soiree  cost.  But  estimates  ranged 
from  $600,000  to  $1  million  by  party- 
goers.  “It  was  an  expensive  party,”  Patrick 
admits.  “But  that  is  how  you  do  it  right.” 

—  Joe  Strupp 

UNITY  and  NAJA 
want  fed  reports 
on  two  activists 

UNITY:  Journalists  of  Color  Inc.  and 
the  Native  American  Journalists 
Association  (NAJA)  are  calling  on  the 
federal  government  to  release  investiga¬ 
tory  documents  pertaining  to  two  Native 
Americans. 

The  groups  seek  information  on 
activist  Leonard  Peltier,  who  is  serving 
two  life  sentences  for  his  conviction  in 
the  1976  deaths  of  two  FBI  agents,  and  on 
the  death  of  Anna  Mae  Pictou-Aquash, 
whose  body  was  found  shortly  after 
Peltier’s  arrest. 

UNITY  and  NAJA  have  issued  a  res¬ 
olution  calling  for  the  declassification 
of  the  documents,  saying  their  release 
may  help  resolve  lingering  suspicions 
about  the  cases.  —  Lucia  Moses 


Feola  leaves 
Media  Center 
for  Belo 

Christopher  J.  Feola,  founding  direc¬ 
tor  of  The  Media  Center  at  the  American 
Press  Institute  in  Reston,  Va.,  has 
resigned  after  leading  the  center’s  new 
media  journalism  programming  for  two 
years.  Feola  has  accepted  the  position  of 
senior  editor  for  information,  commerce, 
and  technology  at  Belo  Interactive 
Media,  Dallas,  and  will  start  in  June. 

Feola  led  several  Media  Center  ini¬ 
tiatives  to  improve  the  world  of  new 
media,  including  developing  a  distance 
learning  course  for  online  journalism 
students;  launching  a  classified  adver¬ 
tising  study  that  produced  an  online  cal¬ 
culator  for  news  organizations  to  esti¬ 
mate  future  growth  in  classifieds  at 
their  papers;  and  creating  the  News 
Markup  Language  (NML)  to  enable 
standardization  and  automation  in  the 
formatting  of  news  content  for  multiple 
mediums.  It  was  announced  this  week 
that  NML  will  be  folded  into  the  News 
Industry  Text  Format  international  stan¬ 
dard  that  is  expected  to  be  adopted 
industry-wide  in  June. 

Feola  says  he  will  miss  teaching  and 
working  with  those  who  frequented  his 
API  seminars  —  from  virtual  story¬ 
tellers  to  new  media  executives  to  acad¬ 
emics  to  sci-fi  book  authors  —  but  is 
looking  forward  to  implementing  new 
media  industry  ideas  at  Belo.  “One  of 
the  things  that  newspapers  by  definition 
have  never  been  good  at  is  interacting 
with  the  community.  We’re  community 
organizations,  we  broadcast  one  to 
many,”  Feola  says.  “We  can  change  that. 
We  can  give  users  that  kind  of  power  in 
our  organizations.”  —  Martha  Stone 

Online  news  surge 

Online  news  sites  experienced  a 
surge  in  traffic  after  last  week’s  tragic 
Colorado  high  school  shooting  spree, 
according  to  Media  Metrix,  an  online 
audience  measurement  firm  based  in 
New  York. 

For  the  week  ending  April  25, 
increases  of  up  to  70%  were  recorded 
over  the  previous  week.  Significant 
increases  were  recorded  by 
ABCNews.com,  65%;  AP.org,  70%; 
CNN.com,  38%;  MSNBC.com,  43%; 
and  WSJ.com,  37%.  —  Martha  Stone 
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“Parade  hits  all 
the  right  buttons. 
Every  Sunday.” 


OPINION 


Smaller  classes 
don’t  mean 
better  schools 


~Joe  McQuaid,  Editor-in-Chief, 
The  Union  Leader  and 
New  Hampshire  Sunday  News 


NEW  HAMPSHIRE 


SPORTS 


Yankees  take 
World  Series 
opener,  9-6 


•  Dobles' 


Talk  to  editors  like  Joe  McQuaid  about  the  value  of  Parade  magazine  and  you’ll  hear  passion  and 
respect  in  their  voices.  Maybe  it’s  the  wide  variety  of  new  and  regular  features  found  in  Parade, 
j  Maybe  it’s  the  timeliness  of  the  subject  matter.  Perhaps  it’s  simpfv  a  reflection  of  the  passion  and 
[  respect  their  readers  feel  for  Parade.  Whatever  the  reason,  Parade  is  a  big  part  of  what  makes 
Sunday  papers  like  Joe  McQuaid’s  so  special. 


NOTHING  MOVES  AMERICA  LIKE 


NEWS 


Rwanda,  Kosovo  lost 
in  O.J.,  Monica  turmoil 

Holbrooke  riles  Overseas  Press  Club  awards  dinner 


by  Allan  Wolper 

United  Nations  Ambassador-designate 
Richard  Holbrooke  says  the  media 
overcovered  President  Clinton’s 
impeachment,  Monica  Lewinsky,  and  O.J. 
Simpson  while  underreporting  the  emerging 
crises  in  Rwanda  and  Kosovo. 

Holbrooke,  standing  at  a  lectern  at  the 
recent  60th  Annual  Awards  dinner  of  the 
Overseas  Press  Club  (OPC)  at  the  Grand 
Hyatt  Hotel  in  New  York  City,  said: 
“Kosovo  was  undercovered  because  of 
Monica,  and  Rwanda  was  undercovered 
because  of  O.J.  ...  Editors  should  cover 
what  is  important  not  what  is  titillating.” 

Holbrooke  says  that  even  The  New  York 
Times  is  succumbing  to  the  sleazy  O.J., 
Monica,  and  impeachment  stories  that  have 
dominated  many  of  the  country’s  front  pages. 

On  the  day  that  Holbrooke  gave  his 
speech,  the  Times  was  reporting  that 
President  Clinton  had  decided  not  to  appeal 
a  civil  contempt  court  mling  against  him. 
Federal  Judge  Susan  Webber  Wright  recent¬ 
ly  ruled  that  President  Clinton  had  given 
“false,  misleading,  and  evasive  answers”  in  a 
sworn  deposition  in  the  Paula  Jones  lawsuit. 

Holbrooke  ended  his  speech  amid  a 
series  of  shouted  questions  from  two 
Pacifica  Radio  reporters,  Amy  Goodman 
and  Jeremy  Scahill,  whose  documentary, 
“Drilling  and  Killing:  Chevron  and 
Nigeria’s  Oil  Dictatorship,”  won  a  special 
citation  at  the  OPC  competition.  Their  doc¬ 
umentary  was  entered  in  The  Lowell 
Thomas  competition,  which  rewards  radio 
news  reporting  of  foreign  affairs. 

Scahill  and  Goodman  startled  the  tuxe- 
doed  chamber  when  they  announced  they 
were  rejecting  the  citation  because 
Holbrooke  was  refusing  to  answer  ques¬ 
tions  about  America’s  role  in  Kosovo. 

Tom  Brokaw,  the  NBC  news  anchor  who 
handed  out  the  awards,  told  the  audience  that 
Holbrooke  always  was  available  to  the  press 
and  probably  answered  questions  of  many  of 
the  reporters  in  the  room.  Brokaw  then  con¬ 
ferred  briefly  with  Holbrooke  and  said  he 
would  answer  questions  after  all  18  awards 
were  given  to  the  honored  journalists. 
Holbrooke,  however,  turned  aside  ques¬ 


tions  after  an  interview  with  E&P  in  which 
he  elaborated  briefly  on  his  criticism  of 
media  coverage.  “The  media  weren’t  cover¬ 
ing  Kosovo  and  Rwanda,”  he  said.  “They 
were  covering  another  story.  The  balance 
was  all  about  impeachment.” 

He  begged  off  other  questions,  saying  he 
wanted  to  take  home  his  89-year-old  father- 
in-law,  Andre  Morton,  who  received  a  special 
citation  in  recognition  of  his  foreign  cover¬ 
age  for  the  Associated  Press  45  years  ago. 

Holbrooke  ushered  his  father-in-law 
around  tables  as  Goodman  and  Scahill 
shouted  questions  after  him.  Lesley  Stahl, 
the  60  Minutes  television  news  star  who 
had  written  a  blurb  for  Holbrooke  on  a 
recent  book  he  wrote,  soon  appeared  at  the 
back  of  the  ballroom.  “Has  anyone  seen 
Richard  [Holbrooke],  I’m  supposed  to  take 
his  father-in-law  home?”  Stahl  asked. 

Goodman  told  E&P  she  was  embarrassed 
that  her  press  colleagues  would  not  support 
her.  “Reporters  don’t  stick  up  for  each  other,” 
she  says.  “Chevron  would  not  allow  Pacifica 
to  cover  a  press  conference  in  San  Francisco 
and  no  one  said  anything  there  either.” 

Sonya  Fry,  executive  director  of  The 
Overseas  Press  Club,  says  speakers  at  the 
OPC  do  not  normally  hold  press  confer¬ 
ences  and  noted  that  Holbrooke  spoke  to 
CNN  and  other  reporters  before  the  din¬ 
ner.  Fry  conceded,  however,  that  she 
understood  why  some  journalists  might 
want  to  question  him  after  his  criticism  of 
the  media. 

Holbrooke,  a  former  Assistant  Secretary 
of  State  and  a  onetime  special  envoy  to 
Bosnia,  has  been  embroiled  in  a  eight 
month  fight  to  win  U.S.  Senate  confirma¬ 
tion  as  Clinton’s  ambassador  to  the  U.N. 

Senate  Republicans  are  holding  up  his 
confirmation,  in  part,  because  of  his  role  in 
1996  as  vice  president  with  Credit  Suisse 
First  Boston.  Holbrooke,  according  to  pub¬ 
lished  reports,  will  pay  a  $5,000  fine  to  settle 
Justice  Department  charges  that  he  inappro¬ 
priately  lobbied  Department  of  State  officials 
for  Credit  Suisse  one  month  after  leaving  his 
job  there  as  special  envoy  to  Bosnia. 

Federal  laws  forbid  officials  from  conduct¬ 
ing  business  with  their  former  colleagues  for 
one  year  after  leaving  office.  ■! 


President  Ford 
addresses  NAA 

by  Joe  Nicholson 

Former  President  Gerald  R.  Ford  last 
week  told  the  annual  convention  of  the 
Newspaper  Association  of  America 
(NAA)  that  he  supported  the  use  of 
ground  troops  in  Kosovo. 

“I  think  we  ought  to  put  ground  forces 
in,  work  with 
the  air  [war], 
and  try  to  get 
the  problem 
solved  as  quick¬ 
ly  as  possible,” 
said  Ford  in  re¬ 
sponse  to  a 
question.  He 
called  ground 
troops  the  best 
of  several  bad 
options. 

Ford’s  com¬ 
ment  came 
while  he  was 
answering  questions  Wednesday  after  he 
delivered  a  speech  about  foreign  and 
domestic  policy  over  the  last  half  century. 

In  answer  to  a  question  about  the 
Columbine  High  School  shootings  in 
Colorado,  Ford  urged  parents  to  maintain 
a  close  relationship  with  their  children  and 
called  for  new  gun  control  legislation. 

“There  is  one  thing  that  I  would  recom¬ 
mend.  I’m  prefacing  my  comment  by  say¬ 
ing,  'I’m  not  a  hunter.  I’m  not  a  fisher¬ 
man.  We  never  had  a  gun  in  our  home, 
Betty  and  myself,”’  said  Ford.  “I  think  we 
have  to  take  responsible  action  in  the  area 
of  gun  control,”  he  added. 

“I  know  it  offends  very  wonderful  citi¬ 
zens  who  believe  they  have  a  constitution¬ 
al  right  to  gun  ownership  et  cetera.  But  in 
circumstances  that  have  appeared  in  the 
last  year  —  not  just  the  one  at  Columbine, 
but  several  others  —  it  may  not  be  the 
total  answer,  and  I  don’t  think  it  is,  but  I 
think  there  should  be  additional  gun  con¬ 
trol  passed  by  the  Congress  some  time 
during  this  current  session.” 

In  an  interview  with  E&P,  Ford  listed  six 
newspapers  he  reads  daily:  The  Los  Angeles 
Times,  The  Desert  Sun  in  Palm  Springs, 
Calif.,  The  Grand  Rapids  (Mich.)  Press, 
The  Wall  Street  Journal,  The  Washington 
Post,  and  The  Ne^’  York  Times. 

“I  enjoy  newspapers.  I  think  they’re  a 
great  source  of  information  for  people  in 
politics  and  good  citizens,”  says  Ford. 


pholo  hy  Scott  Unnett 
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Editors  press  NATO 

Left  unsatisfied  after  Pentagon  meeting 


by  Joe  Strupp 

Two  weeks  after  President  Clinton 
promised  newspaper  editors  more 
information  about  the  NATO  mili¬ 
tary  attacks  in  Yugoslavia,  Washington 
D.C.  bureau  chiefs  say  things  have  eased 
up  slightly,  but  not  enough  to  allow  for 
proper  coverage. 

“This  military  operation  started  out  with 
the  most-closed  and  least-forthcoming  infor¬ 
mation  policy  of  any  U.S.  military  operation 
I  have  covered  in  24  years  as  a  reporter,” 
says  Doyle  McManus,  Los  Angeles  Times' 
D.C.  bureau  chief.  “They  are  telling  us  that 
NATO  is  winning  this  war,  and  Yugoslavia  is 
losing,  but  they  are  not  giving  us  the  evi¬ 
dence  in  the  form  of  concrete  fact.” 

Several  editors  and  correspondents  met 
April  29  with  Pentagon  spokesman  Ken 
Bacon  and  say  they  have  started  receiving 
more  details  about  the  military  campaign 
in  Kosovo  and  Serbia  but  contend  that  not 
enough  specific  information  about  individ¬ 
ual  air  strikes  is  being  released. 

“I’m  not  terribly  hopeful  because  they 
said  weeks  ago  that  this  is  a  policy  deci¬ 
sion,”  says  Sandy  Johnson,  Washington 
D.C.  bureau  chief  for  The  Associated  Press 
and  one  of  six  D.C.  journalists  who  partic¬ 
ipated  in  the  hour-long  meeting  with 
Bacon.  “There  are  a  lot  of  other  things  they 
are  not  telling  us.” 

Johnson  Joined  McManus  and  other 
journalists  from  The  New  York  Times,  The 
Washington  Post,  CNN,  and  NBC  during 
the  meeting,  in  which  most  participants  say 
they  were  given  assurances  that  their  con¬ 
cerns  would  be  considered,  but  in  which  no 
promises  for  more  access  were  given. 

“Ken  Bacon  was  responsive  to  our  con¬ 
cerns  and  said  they  would  be  considered,” 
says  Jackson  Diehl,  Washington  Post  assis¬ 
tant  managing  editor  for  news  who  orga¬ 
nized  the  meeting.  “I  will  wait  and  see  what 
happens,  but  I  am  cautiously  optimistic.” 

The  journalists  provided  Bacon  with  a 
list  of  specific  kinds  of  information  they  are 
seeking  as  the  military  campaign  continues, 
including  daily  data  on  targets  attacked, 
bombing  damage,  and  the  types  of  muni¬ 
tions,  weapons,  and  planes  used  in  each 
mission.  Diehl  also  says  they  need  more 
access  to  U.S.  forces  in  the  area,  especially 
commanders,  and  the  names  of  servicemen. 


“During  Desert  Fox  and  Desert  Storm,  we 
were  given  regular  updates  on  targets  and 
flights  and  other  information.”  says  Diehl. 
“That  kind  of  information  has  only  been 
given  out  twice  during  this  air  campaign.” 

Bacon  says  the  Pentagon  has  made 
available  “much  of  what  [the  journalists] 
have  wanted,”  but  insists  that  certain  infor¬ 
mation  cannot  be  released  if  it  will  jeopar¬ 
dize  the  military  mission. 

“The  press  always  wants  more  informa¬ 
tion  than  it  is  getting,”  Bacon  says.  “We 
have  learned  more  about  the  enemy  and 
how  they  work  and  what  information  can 
and  cannot  be  released.” 

But  Bacon  declined  to  specify  what  kinds 
of  data  is  considered  too  sensitive.  The 
demands  for  more  information  began  last 
month  when  Diehl  sent  a  letter  signed  by  the 
six  news  agencies  that  attended  the  Bacon 
meeting  to  Defense  Secretary  William 
Cohen.  The  letter,  dated  April  9,  stated  that 
the  co-signers  had  “grave  concerns  about 
[the  defense]  department’s  apparent  decision 
to  withhold  significant  information.” 

During  the  recent  conference  of  the 
American  Society  of  Newspaper  Editors  in 
San  Francisco,  Washington  Post  executive 
editor  Leonard  Downie  raised  the  issue 
with  President  Clinton  after  Clinton 
addressed  the  conference  about  the  military 
campaign.  Clinton  said,  at  that  time,  that  he 
did  not  believe  there  was  any  reason  for 
information  to  be  withheld  unless  it  was 
key  to  U.S.  security  and  promised  to  seek 
an  easing  of  restrictions  on  press  access. 

Since  then,  however,  Washington-based 
journalists  say  they  continue  to  get  only 
limited  military  briefings. 

Diehl  says  the  journalists  are  willing  to 
wait  and  see  if  more  information  is  made 
available  in  coming  weeks,  but  remained 
firm  that,  if  roadblocks  continue,  they  will 
seek  a  meeting  with  Cohen  and  take  their 
case  to  Clinton  again  if  necessary.  “If  we 
are  still  at  an  impasse,  we  will  insist  on  tak¬ 
ing  it  to  a  higher  level.”  Diehl  says. 

McManus  says  that  the  Pentagon  needs 
to  provide  a  free  flow  of  information  if  it 
wants  public  support  for  the  military  cam¬ 
paign.  “If  there  is  no  improvement,  there 
will  be  a  corrosive  effect  on  the  credibility 
of  the  defense  department  and  that  is 
something  Secretary  Cohen  won’t  want  to 
let  happen,”  he  says. 


NEWS 

Aggressive  plans 
unveiled  as  NAA 
publishers  meet 

by  David  Noack  and  Joe  Nicholson 

live  and  well. 

That  was  the  overarching  mes¬ 
sage  from  the  Newspaper  Association 
of  America  (NAA)  to  the  more  than 
1,200  newspaper  publishers  and  indus¬ 
try  leaders  who  gathered  at  the  historic 
and  elegant  Hotel  del  Coronado  over¬ 
looking  the  Pacific  Ocean  near  San 
Diego  for  the  association’s  1999  annu¬ 
al  convention. 

But  while  newspaper  advertising  rev¬ 
enues  —  from  classified,  retail,  and 
national  —  are  expected  to  be  as  strong 
in  1999  as  they  were  in  1998,  which 
showed  a  6.3%  increase  over  the  previ¬ 
ous  year  to  $44  billion,  the  flip  side  of 
the  issue  is  readership,  which  has 
decreased  from  62.32  in  1990  to  56.18 
million  at  present. 

In  an  effort  to  maintain  and  build  on 
the  industry’s  leadership  role,  the  NAA 
announced  a  number  of  aggressive 
steps  to  tackle  several  issues  such  as 
expanding  readership,  repositioning  the 
newspaper,  and  making  it  “easier  to  do 
business.” 

In  remarks  to  industry  leaders.  Richard 
D.  Gottlieb,  NAA  chairman  who  is  also 
president  and  CEO  of  Lee  Enterprises 
Inc.,  in  Davenport,  Iowa,  and  John  Sturm, 
president  and  CEO  of  the  NAA,  said 
newspapers  are  facing  the  challenge  of 
increased  and  diversified  competition. 

In  his  opening  day  remarks,  Sturm 
reminded  newspaper  executives  that  the 
industry  captures  six  out  of  10  adults 
daily  and  seven  out  of  10  on  Sundays. 

“We  have  issues,  and  we’re  addressing 
them.  We  have  new  competition,  and 
we’re  meeting  it,”  says  Sturm. 

Gottlieb  said  that  while  newspapers 
have  had  to  contend  with  broadcast 
television,  cable  TV,  specialty  publica¬ 
tions,  and  now  the  Internet,  the  industry 
is  still  within  10%  of  market  share  that 
it  had  when  Harry  Truman  was  presi¬ 
dent.  He  noted  that  the  industry,  which 
was  known  for  lack  of  cooperation,  has 
turned  into  one  of  the  more  collabora¬ 
tive  industries. 

While  print  circulation  and  readership 
issues  were  high  on  the  industry’s  agenda, 
the  role  and  power  of  the  Internet  was 
present.  With  930  newspapers  having 
Web  sites,  many  are  still  struggling  with 
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developing  a  business  model  that  will 
make  the  cyber  venture  profitable. 

One  of  the  greatest  threats  to  newspa¬ 
pers  is  in  the  area  of  classified  advertising, 
where  online  and  specialty  print  competi¬ 
tors  are  seeking  to  siphon  off  business 
from  newspapers. 

In  response  to  the  online  challenge,  the 
NAA  launched  a  national  newspaper  clas¬ 
sified  branding  effort  called  “Bona  Fide 
Classified,”  with  a  mark  that  is  a  kind  of 
Good  Housekeeping  Seal  of  Approval. 

“This  branding  initiative  will  unify 
newspaper  classified  advertising  online 
and  help  our  members  capitalize  on  their 
dominant  position  in  the  marketplace.  Our 
research  shows  that  consumers  will  look 
at  this  mark  and  instantly  know  that  the  ad 
comes  from  a  credible,  reliable,  and  trust¬ 
ed  source,”  says  Sturm. 

Competitors  for  classified  ads  include 
everyone  from  Yahoo!,  a  prominent  Web 
portal  site;  to  Microsoft,  the  giant  soft¬ 
ware  maker;  and  eBay,  an  online  auction. 

Consumer  research  conducted  prior  to 
the  mark’s  launch  found  that  73%  of  those 
surveyed  knew  the  mark  meant  “genuine, 
real,  and  authentic.”  More  than  two-thirds 
(69%)  said  that  seeing  the  Bona  Fide 
Classified  mark  would  make  them  more 
likely  to  contact  the  advertiser.  The  male 
and  female  consumers,  age  21-40,  who 
were  asked  about  the  mark  overwhelm¬ 
ingly  said  the  news-hawker  image  created 
a  feeling  of  credibility,  history,  and  trust¬ 
worthiness. 

“Our  Internet  competitors  are  spending 
millions  of  dollars  to  gain  the  classified 
assets  newspapers  have  cultivated  over  the 
years,”  says  Tony  Marsella,  NAA  vice 
president  of  classified  advertising. 

“Consumers  must  understand  that 
their  newspaper  maintains  its  value 
online  and  is  the  first  and  best  choice  for 
buying  and  selling  products  or  seeking  a 
job.  The  Bona  Fide  Classified  mark  will 
help  them  quickly  identify  newspaper 
ads  online. 

Marketing  was  an  often-mentioned 
word  at  the  conference,  and  it  was  written 
large  as  NAA  officials  announced  the  hir¬ 
ing  of  Sergio  Zyman,  former  marketing 
maestro  at  Coca-Cola,  who  will  oversee  a 
$1 1.5  million  plan  similar  to  his  soft  drink 
approach  to  sell  newspapers  (see  profile, 

p.  60). 

Zyman’s  marching  orders  seem  to  be 
jumpstart  circulation  by  switching  from 
old-fashioned  promotions  to  sharper,  hip- 
per  approaches  for  the  MTV  generation. 
When  John  F.  Sturm  introduced  Zyman  to 
the  convention’s  1,200  participants,  he 
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stressed  that  “Everyone  in  this  room 
knows  we  must  adapt  and  we  must  change 
in  order  to  succeed.” 

Richard  D.  Gottlieb,  the  outgoing 
NAA  chairman,  compared  Zyman  to 
home  run  record-setter  Mark  McGwire. 
Zyman  led  Coca-Cola  marketing  for  more 
than  10  years,  launching  Diet  Coke  and 
the  “Coke  is  It!”  and  “Always  Coca- 
Cola.”  campaigns. 

Mark  Willes,  another  controversial  out¬ 
sider  when  he  took  over  the  Los  Angles 
Times,  praised  Zyman’s  call  for  marketing 
as  “common  sense.” 

Effective  marketing  involves  “a  dia¬ 
logue  with  your  customer,”  says  Willes. 
“If  you  have  a  rich  dialogue,  you  can 
figure  out  how  to  convince  them  that 
you  have  something  special,  and  at  the 
same  time  you  can  figure  out  how  you 
have  to  change  so  you  do  have  some¬ 
thing  special.” 

NAA  is  allocating  $3  million  immedi¬ 
ately  to  the  Zyman’s  effort,  with  the  re.st 
coming  from  newspaper-company  contri¬ 
butions. 

The  NAA  Board  of  Directors  also 
issued  its  first  statement  on  diversity,  urg¬ 
ing  the  industry  to  better  reflect  society  in 
its  workforce  and  proposing  ways  to 
accomplish  that. 

The  NAA  also  released  its  fifth  annual 
survey  of  U.S.  daily  newspapers,  which 
shows  that  overall,  22%  of  employees  are 
minorities,  and  44%  are  women.  But 
among  full-time  employees,  18%  are 
minorities  and  43%  are  women.  That 
compares  to  minorities  making  up  24%  of 
the  total  civilian  workforce  and  women 
comprising  43%. 

On  the  last  day  of  the  convention,  the 
chairman’s  Job  changed  hands  from 
Gottlieb  to  William  S.  Morris  III,  chair¬ 
man  and  chief  executive  officer  of  Morris 
Communications  Corp.  in  Augusta,  Ga., 
who  was  elected  chairman  of  the  associa¬ 
tion.  Gottlieb  will  remain  on  the  board  for 
one  year  as  immediate-past  chairman. 

Morris  began  his  career  in  the  newspa¬ 
per  industry  in  1956  as  assistant  to  the 
president  of  Southeastern  Newspapers 
Inc.  in  Augusta,  Ga.,  and  became  a  vice 
president  in  1958.  In  1966,  he  was  elected 
president  of  Southeastern  Newspapers 
Corp.  (Southeastern  Newspapers  Inc. 
became  Southeastern  Newspapers  Corp. 
in  1963)  and  was  named  publisher  of  The 
Augusta  Chronicle  and  Augusta  Herald. 

In  1970,  Morris  Communications  Corp. 
was  established  with  Morris  as  president, 
and  he  became  the  company’s  chairman 
and  CEO  in  1983.  ■ 


Reporter  avoids 
subpoena  for 
notes,  e-mail 

by  Lucia  Moses 

A  Bay  area  freelance  Journalist  whose 
notes  were  subpoenaed  last  month  by 
lawyers  defending  the  California  state 
prison  system  (see  this  issue’s  cover  story) 
will  not  have  to  turn  over  the  information 
after  all. 

Under  an  agree¬ 
ment  reached  April 
29,  Peter  Y.  Sussman, 
an  advocate  for 
media  access  to  pris¬ 
oners,  won’t  have  to 
respond  to  a  subpoe¬ 
na  seeking  10  years’ 
worth  of  notes  and 
other  material  as  part 
of  a  federal  civil 
rights  lawsuit  filed  by  an  inmate. 

A  former  president  of  the  Northern 
California  chapter  of  the  Society  of 
Professional  Journalists,  Sussman  has 
argued  that  complying  with  the  subpoena 
would  damage  his  relationship  with  his 
sources  and  take  too  much  time. 

“1  can  return  to  my  Journalistic  career 
without  any  further  damage  to  the  editori¬ 
al  process  or  to  my  confidential  sources,” 
says  Sussman. 

The  agreement  preempted  a  hearing  set 
for  the  same  day  on  a  motion  by  Sussman 
to  quash  the  subpoena. 

Under  the  agreement,  which  is  expect¬ 
ed  to  be  finalized  before  a  Judge  on  May 
5,  the  government  also  will  drop  plans  to 
seek  postings  and  e-mail  messages  by 
Sussman  and  others  on  an  online  service 
called  “The  Well.” 

Nathan  Barankin,  a  spokesman  for  state 
attorney  general  Bill  Lockyer,  says  the 
agreement  reached  April  29  will  “ensure 
that  important  privileges  for  Journalists 
are  protected  and  we  in  no  way  comprise 
our  ability  to  defend  the  lawsuit.” 

The  government  sought  a  variety  of 
information  from  Sussman,  who  is  a  wit¬ 
ness  for  the  inmate,  Robert  J.  Woodard, 
arguing  that  Sussman  is  an  expert  in  the 
case  in  addition  to  being  a  Journalist. 
Sussman  has  said  he  provided  information 
to  Woodard’s  lawyer  as  a  professional 
courtesy,  not  as  an  expert  witness. 

Barankin  says  the  government  had  legal 
grounds  to  subpoena  the  documents  but  says 
it  “felt  uncomfortable  with  the  strategy.”  ■} 


Peter  Y.  Sussman 
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Making  it  87  Puiitzers  for 
Times  Mirror- and 
Washington  Post-owned 
newspapers 


The  Washington  Post  won  the  public  service  award  for  its 
series  on  the  reckless  use  of  firearms  by  city  police. 
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The  beat  reporting  Pulitzer  went  to  Chuck  Philips  and 
Michael  A.  Hiltzik  of  the  Los  Angeles  Times  for  stories 
disclosing  corruption  in  the  entertainment  industry. 


Coverage  of  a  shooting  rampage  in  which  a  lottery  worker 
killed  four  supervisors  and  himself  earned  the  breaking  news 
reporting  prize  for  The  Hartford  Courant. 
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reporters  and  photographers  on  the  shoot¬ 
ing  story,  including  writers  who  normally 
cover  features,  sports,  and  business.  The 
Post,  owned  by  MediaNews  Group, 
brought  in  10  reporters  and  photographers 
from  other  MediaNews  papers  in  California 
and  Massachusetts  to  help  supplant  staff, 
Britton  says. 

Each  publication  also  reassigned  sports- 
writers  to  the  shooting  after 
,  the  Rockies,  Nuggets,  and 
the  Avalanche  cancelled  two 
games  each  out  of  respect 
for  the  victims. 

I  “At  least  three- 

fourths  of  the  staff  is 
working  on  the  shoot- 
n  ing,”  says  metro  editor 
Frank  Scandale,  a 
nine-year  Post  veteran. 
M  “This  is  the  biggest, 

M  most-intense  story  we 

^  have  ever  had.” 

■  A  review  of  the  first 

■  j  week’s  coverage  of  the 
■ !  shooting  and  Elway  sto- 

■  ries  offers  a  glimpse  at 

SBMvKnnncw  decisions  about 

news  play  and  balance 
''s  retirjqg  were  made: 

Qj,  Thursday,  April 
22,  two  days  after  the 
shooting,  the  News  published  a  24-page 
wrap  around  the  main  newspaper  that 
included  updates  on  some  victim’s  identi¬ 
ties  and  suspect  information,  along  with  a 
front-page  letter  from  publisher  Larry 
Strutton  asking  readers  to  donate  to  a 
memorial  fund  and  offering  the  newspaper’s 
help  with  a  campaign  to  build  a  new  high 
school  if  students  and  teachers  feel  they 
could  not  return  to  Columbine  High  School. 

The  same  day,  the  Post  devoted  its  entire 
28-page  front  section  to  the  shooting,  with 
stories  ranging  from  pro-gun  legislation 
being  dropped  in  the  state  legislature  to  the 
first  names  of  victims  released. 

Friday,  April  24  saw  both  newspapers 
devote  more  than  20  pages  of  coverage  to 
the  shooting  in  the  front  section,  with  stories 
ranging  from  a  cancelled  Marilyn  Manson 
concert  to  a  search  for  accomplices. 

After  the  Elway  story  broke  late  Friday, 
the  Saturday,  April  24  edition  of  the  Post 
kept  the  shooting  on  Page  One,  but  promot¬ 
ed  sports  section  Elway  coverage  that 
included  a  four-page  tribute.  The  News  also 
chose  to  lead  with  the  shooting  and  placed 
only  a  front-page  headline  on  Elway  that 
referred  to  stories  in  sports. 

On  Sunday,  April  25,  the  News  pub¬ 
lished  a  32-page  wrap  around  the  main 
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for  tributes,  reaction,  and  commentary 
about  the  Super  Bowl  champion. 

But  with  readers  still  grasping  for 
answers  to  help 
explain  the 
tragic  high 
school  shoot- 
ing,  and  in- 
formation 
coming  in  al-  v/lIM 
most  hourly  plant 
about  the  vic¬ 
tims,  suspects. 
and  plans  for 
the  killings, 
local  newspa- 
pers  say  they 
had  no  choice 
but  to  put  cov¬ 
erage  of  Elway  aside 
and  continue  to  focus  on 
the  shooting. 

“It  was  an  easy  deci¬ 
sion  that  the  shooting 
takes  precedence  over 
anything  else,”  says  Dennis  A. 

Britton,  editor-in-chief  of  The  Denver  Post. 
“Elway’s  retirement  has  not  gotten  the  Page 
One  prominence  that  it  would  have.” 

Both  newspapers  have  put  dozens  of 


When  word  leaked  out  that  Denver 
Broncos  legend  John  Elway  was 
planning  to  retire  just  days  after 
the  worst  mass  shooting  in  U.S.  history 
stunned  a  Denver-area  high  school,  editors 
at  local  newspapers  had  to  decide  how  to 
simultaneously  cover  what  are  arguably  the 
state’s  two  biggest  stories  of  the  year. 

For  reporters  and  newsroom  supervi¬ 
sors  already  trying  to  report  every  aspect 
of  the  high  school  shooting  in  Littleton, 
Colo.,  attempting  to  report  adequately  on 
the  retirement  of  the  state’s  most  famous 
athlete  added  pressure  to  an  already 
stressful  week. 

“Our  seams  are  very  stretched,”  says 
Denver  Rocky  Mountain  News  editor  John 
Temple.  “The  staff  has  already  risen  to  a 
very  difficult  challenge,  and  they  are  really 
doing  so  much  on  this.  Everyone  is  tired.” 

In  addition,  papers  had  to  continue  cov¬ 
ering  the  daily  Yugoslavia  bombings,  keep 
an  eye  on  the  long-running  JonBenet 
Ramsey  case,  and  deliver  other  state  and 
local  news. 

During  any  other  week  in  Colorado, 
Elway’s  retirement  would  have  knocked 
other  stories  off  the  front  page  to  clear  space 
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regimi^i  North  ^vorea  consS^reagainst  the  nei^. 
bMim^ountries.  Beijing  reacted  angrily  to  reports 
ij^rentagon  was^g^idering  ailowing^aiwauii^^ 
cess  to  upgrade^^riot  missiles,  which  would^ 
deployed  unde?^  TMD.  The  Beijing  government 
regards  Taiwan  as  a  renegade  province  and  has  threap 
ened  to  recover  it  by  force.  A  Pentagon  report 
month  said  “China  is  engaged  in  an  intense  biuMipf 
'f  ballistic  and  missile  force*?  gi' ^ 


renegade  \re-ni-gacl\  n:  one  who  has  deserted  a  cause, 
principle  or  allegiance  for  a  hostile  one. 


Thorough  Journalists  Do  Not  Rely  on  Misleading  Characterizations 


What  is  inept  about  explaining  Beijing’s  actions  toward  Taiwan  by  saying,  “Beijing  considers 
Taiwan  a  renegade  province”? 

It  perpetuates  a  historical  fallacy  that  hinders  understanding  of  a  complex  current  issue  instead 
of  clearly  and  accurately  reporting  the  facts  behind  today’s  news: 


Fact:  The  Republic  of  China  was  founded  in  1912  after  the  collapse  of  the  Ch’ing 
dynasty,  which  ceded  Taiwan  to  Japan  in  1895.  Japan  then  surrendered  Taiwan  to 
the  ROC  in  1945. 


Fact:  The  ROC  government  has  exercised  sole  jurisdiction  over  Taiwan  since  1945. 
Four  years  later,  it  lost  control  of  the  mainland,  and  the  People’s  Republic  of  China 
was  proclaimed. 


Fact:  The  ROC  government  relocated  to  the  remaining  territory  under  its 
jurisdiction — the  Taiwan  Area  in  1949.  Beijing  has  threatened  to  take  Taiwan  by 
force  but  has  never  succeeded. 


So  who  should  be  calling  whom  the  “renegade”?  The  authorities  in  Beijing — not  Taipei — divided 
China  in  1949,  and  nothing  has  changed  since. 

Uncritically  quoting  the  use  of  an  incongruous  label  such  as  “renegade  province”  to  describe 
Taiwan  glosses  over  failure  to  articulate  the  cmcial  complexities  of  the  issue. 

Clarify  the  story  by  saying,  “Beijing  wants  to  bring  Taiwan  under  its  rule.”  It  is  clear,  succinct 
and  accurate.  Isn’t  that  the  essence  of  balanced  and  objective  coverage? 


For  further  information,  contact: 

Taipei  Economic  and  Cultural  Office  in  New  York 
Tel:  (212)  373-1800  http://www.taipei.org 


news  section,  its  largest  ever,  with  a  recap 
of  the  shooting  and  photos  of  each  student 
killed.  Post  readers  found  an  eight-page 
wrap  of  shooting  coverage,  with  a  four- 
page  Elway  section  inside.  Monday,  April 
26  saw  the  Post  publish  an  exclusive  inter¬ 
view  with  Elway,  who  continued  to  delay 
his  formal  retirement  announcement 
because  of  the  shooting,  postponing  it  to 
Sunday,  May  3.  The  News  gave  14  pages  of 
shooting  coverage  on  Monday,  which 
included  a  “scathing  editorial”  that  criti¬ 
cized  radio  talk  show  host  Howard  Stem 
for  comments  he  made  about  having  sex 
with  the  victims  before  they  died. 

Both  newspapers  held  off  printing  large 
commemorative  tributes  to  Elway,  which 
have  been  in  the  planning  stages  since  the 
end  of  the  Super  Bowl  when  hints  of  his 
retirement  first  arose.  Editors  say  such 
large,  celebratory  tributes  would  not  be 
considered  tasteful  in  light  of  the  shootings. 

"There  is  plenty  of  time  for  that,”  says 
Post  circulation  and  marketing  director 
Vem  Mallinen.  “Elway’s  retirement  is  not 
life  and  death.” 

News  spokeswoman  Linda  Sease  says 
her  newspaper  also  postponed  a  large  spe¬ 
cial  section  celebrating  the  newspaper's 
140th  anniversary  that  had  been  set  to  run 
on  April  25.  She  says  it  will  run  May  2. 
“We  didn’t  think  it  was  right  to  be  celebrat¬ 
ing  our  140th  birthday  when  some  high 
school  kids  won’t  be  celebrating  their  16th 
birthday,”  she  says. 

For  other  area  dailies,  Elway’s  retire¬ 
ment  did  not  change  the  face  of  Page  One 
but  did  add  to  the  already  huge  workload 
and  news  judgment  decisions  that  smaller 
papers  were  experiencing. 

“It’s  been  an  easy  call  because  we  know 
what  the  real  news  is,”  says  Colleen 
Conant,  executive  editor  of  the  34,000-cir¬ 
culation  Daily  Camera  in  Boulder,  Colo. 
“1  think  we  would  have  been  heavily  criti¬ 
cized  if  we  had  done  anything  differently.” 

Conant  says  her  20-member  reporting 
staff,  based  about  35  miles  from  Littleton,  has 
rotated  coverage  of  the  shooting  with  at  least 
five  reporters  working  on  the  story  each  day. 

At  The  Gazette  in  Colorado  Springs, 
about  60  miles  south  of  Littleton,  the 
100,000-circulation  paper  had  to  scrap  its 
Saturday  front  page,  which  was  devoted 
solely  to  the  high  school  tragedy,  after 
Elway’s  announcement,  according  to  man¬ 
aging  editor  Terri  Fleming. 

Although  the  shooting  remained  the  top 
story,  the  front  page  had  to  be  redone  to 
include  an  Elway  item.  “We  knew  Elway 
was  a  big  story,  but  not  big  enough  to  push 
Littleton  into  second  place,”  says  Fleming. 
“It’s  still  sports.” 

1  4 


Shooting,  Elway  hit  net 

Denver  Web  users  go  online  in  record  numbers 


by  Joe  Strupp 

Traffic  at  Denver-area  newspaper 
Web  sites  hit  record  levels  in  the 
days  following  the  high  school 
shooting  in  nearby  Littleton.  Colo.,  and 
the  retirement  announcement  expected 
from  Denver  Bronco’s  star  John  Elway. 

“We  are  way  off  the  charts,”  says  Todd 
Engdahl,  editor  of  DenverPost.com.  “It 
was  totally  out  of  the  norm.” 

Engdahl  says  The  Denver  Post's  Web 
site,  which  normally  records  200,000 
page  views  daily  and  set  its  previous  high 
of  350,000  following  the  Broncos  Super 
Bowl  win  in  January,  recorded  more  than 
a  million  page  views  on  April  21,  the  day 
after  the  shooting,  its  highest  since 
launching  in  1995. 

On  that  day,  DenverPost.com  had  eight 
times  as  many  page  views  as  the  prior 
Wednesday,  Engdahl  says.  On  Saturday, 
April  24,  the  day  after  the  first  Elway 
retirement  announcements,  the  site  had 
five  times  as  much  activity  as  the  previ¬ 
ous  Saturday,  he  says. 

“On  most  days,  we  update  two  or  three 
times  a  day,”  Engdahl  says.  “Last  week, 
we  were  updating  five  or  six  times  a  day.” 

At  InsideDenver.com,  the  Internet 
home  of  the  Denver  Rocky  Mountain 
News,  Internet  manager  Wes  Jackson  was 
still  tallying  statistics  last  week,  but  he 
.says  the  activity  reached  the  point  that 
ads  had  to  be  pulled  for  four  hours  the 
day  after  the  shooting  to  allow  for 
Internet  users.  “This  is  by  far  the  busie.st 
it  has  ever  been,”  Jack.son  says.  “At  one 
point,  we  were  updating  every  two  to 
three  minutes.” 

National  news  Web  sites  CNN.com 
and  MSNBC.com  saw  the  second  most 
active  days  ever  on  their  sites  after  the 
shooting.  The  most  active  day  for  both 
came  on  Sept.  11,  1998  with  the  online 
release  of  the  Starr  Report  on  President 
Clinton. 

“Stories  like  Kosovo  and  the  Colorado 
shooting  take  on  a  life  of  their  own  on  the 
Web,”  says  MSNBC.com  spokesman  Ben 
Billingsley.  “Everyday,  the  story  has 
developed  and  people  want  more  and 
more  information  and  a  chance  to  sound 
off,  which  means  the  chat  rooms  and  bul¬ 
letin  boards  are  busier.” 

Billingsley  says  MSNBC.com,  which 
launched  in  1996,  had  1.4  million  users 


on  the  day  of  the  shooting,  second  only  to 
the  1.9  million  who  logged  on  when  the 
Starr  Report  came  out. 

At  CNN.com,  spokesman  Kerrin 
Roberts  reports  that  the  Web  site  had  32.3 
million  page  views  on  the  day  after  the 
shooting,  second  only  to  34  million  when 
the  Starr  Report  went  public.  “As  word 
spread  during  the  work  day,  they  came  to 
the  Web  site  to  find  out  what  was  happen¬ 
ing,”  Roberts  says.  “It  was  a  big  traffic 
day  and  a  lot  of  information.” 

The  week  of  April  19  to  April  25  was 
the  Web  site’s  busiest  ever  with  159  mil¬ 
lion  page  views  over  seven  days. 

Red  Cross  posts 
Web  condolences 

Those  seeking  to  share  words  of  com¬ 
fort  or  sadness  about  the  Colorado 
high  school  shooting  will  be  able  to 
express  their  grief  and  feelings  on  a  spe¬ 
cial  American  Red  Cross  message  board 
that  the  relief  agency  has  established  on  its 
Web  site. 

For  the  first  time  since  the  Web  page 
launched.  Red  Cross  officials  have  set  up 
space  for  comments  related  to  a  specific 
tragedy,  officials  announced  last  week.  The 
.service  allows  visitors  to  the  American  Red 
Cross  Web  site,  www.redcross.org,  to  link 
to  the  site’s  Crisis  Condolence  Center  and 
leave  a  message  about  the  tragedy  that  will 
be  reviewed  by  staff  and  placed  on  the  Web 
site  for  viewing. 

“The  Red  Cross  provides  this  Internet 
messaging  service  to  offer  Americans  an 
opportunity  to  express  their  condolences,” 
says  Steve  Bullock,  American  Red  Cross 
acting  president.  “This  event  has  touched 
the  heart  of  the  nation  and  all  of  us  grieve 
along  with  the  families  in  Littleton.” 

The  Web  site  also  includes  information 
to  help  youngsters  deal  with  the  Littleton 
tragedy  and  other  problems  affecting  teens, 
officials  say. 

The  messaging  board  is  being  instituted 
as  Red  Cross  volunteers  continue  to  help 
out  in  Colorado  with  counseling  and  other 
relief  efforts,  which  include  a  mental  health 
hotline,  at  303-722-7474,  for  those  wanting 
assistance  to  deal  with  the  tragedy. 

“The  American  Red  Cross  shares  the 
nation’s  sorrow  over  this  tragic  event,” 
Bullock  says.  —  Joe  Strupp 
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The  Pew  Center  for  Civic  Journalism 
Congratulates  the  1999  Winners  of  the 

Iames  K.  Batten 

Award  for  Excellence  in 
Civic  Journalism 

Portland  Press  Herald _ 

for  “The  Deadliest  Drug:  Maine’s  Addiction  to  Alcohol” 

A  courageous  effort  to  listen  to  the  silences  in  the  community  -  not  just  the  buzz.  The  newspapers 
used  computer-assisted  reporting,  then  put  human  faces  on  the  statistics  as  they  reported  the  true 
costs  of  the  use  and  abuse  of  alcohol.  But  they  didn’t  stop  there.  They  responded  to  reader  requests 
to  help  launch  community  conversations  throughout  1998  that  gave  the  topic  a  legacy  throughout 
the  state. 

St.  Paul  Pioneer  Press _ 

for  “Poverty  Among  Us” 

An  illuminating  look  at  the  underclass  that  combined  detailed  reporting  with  strong  storytelling  and 
compelling  photography.  It  provided  some  wonderful  hooks  ("Do  the  Math,"  to  show  what  people 
have  to  live  on,  for  example).  Civic  participation  moved  to  a  new  level  with  the  concepts  of  a  tool  kit, 
discussion  guides  and  a  book  club,  reinforcing  the  idea  that  informed  citizens  are  the  best 
equipment  to  deal  with  pressing  public  issues. 

KRON-TV,  San  Francisco _ 

for  “About  Race” 

A  non-traditional  approach  to  the  difficult  subject  of  race  relations  that  invited  viewers  into  the 
conversation  at  every  turn.  The  on-line  impact  was  impressive,  the  collaboration  with  other  media 
was  strong.  The  station  devoted  enormous  resources  and  broke  all  the  rules  regarding  the  amount 
of  broadcast  time  that  should  be  devoted  to  a  single  news  segment.  It  showed  that  viewers  do 
respond  to  thoughtful,  impactful,  compelling  issues  -  even  during  sweeps  period. 

Pew  Center  for  Civic  Jour  naBsm 

1101  Connecticut  Ave.,  NW  Suite  420 
Washington.  DC  20036-4303 
TEL:  202-331-3200 
FAX:  202-347-6440 
E-mail:  news@pccj.org 
vwwv.pewcenter.org 


Funded  by  The  Pew  Charitable  Trusts;  Adtninistered  by  The  Tides  Center 


NEWS 


More  strong  postings 

Lower  newsprint,  higher  ad  revenue  for  news  cos. 


Publicly-held  newspaper  compa¬ 
nies  continue  to  post  higher  rev¬ 
enues  in  the  first  quarter  of  1999, 
reflecting  lower  newsprint  prices  and 
higher  advertising  revenues.  Editor  & 
Publisher  will  update  the  Earnings 
Scorecard  as  results  become  available, 
both  in  the  magazine  and  at  its  Web  site, 
www.mediainfo.com. 

LEE  ENTERPRISES 

Net  income  slipped  5.1%  to  $12  million 
in  the  three  months  ended  March  31,  the 
second  quarter  in  Lee’s  fiscal  year,  due  to 
tough  comparisons  with  the  same  period 
last  year.  Revenues  rose  1.9%  to  $123.6 
million  in  the  same  period. 

Net  income  fell,  despite  improved  pub¬ 
lishing  results,  due  to  the  absence  of 
Olympics  and  Super  Bowl  advertising  on 
Lee’s  television  network  affiliates  while 
broadcasting  costs  remained  about  level 
with  last  year,  says  Chris  Wahlig,  vice  pres¬ 
ident  of  finance.  Corporate  costs  also  were 
higher  this  period. 

For  the  six  months  ended  March  3 1 ,  net 
income  increased  8.3%  to  $3 1 .6  million,  and 
revenues  rose  5.2%  to  $265.7  million  com¬ 
pared  with  the  same  period  last  year,  pow¬ 
ered  by  political  advertising  in  fall  1998. 

In  publishing,  revenue  climbed  6.8%  to 
$96.5  million  for  the  quarter,  or  4.4%  not 
including  some  small  acquisitions.  Growth 
was  led  by  a  6%  increase  in  newspaper  ad 
revenue.  Newsprint  costs  fell  6.4%  and  cir¬ 
culation  revenue  was  flat. 

Davenport.  Iowa-based  Lee  owns  21 
daily  newspapers,  including  Davenport’s 
Quad-City  Times,  daily  circulation  about 
50,000,  and  more  than  75  weeklies. 

JOURNAL  REGISTER  CO. 

Net  income  slipped  7.3%  to  $7.9  mil¬ 
lion  for  the  first  quarter  of  1999,  reflecting 
increased  amortization  expenses  related  to 
the  purchase  of  Goodson  Newspapers  in 
1998.  The  results  beat  the  consensus  esti¬ 
mate  from  Wall  Street  analysts  polled  by 
First  Call. 

First-quarter  revenues  were  $109.9  mil¬ 
lion,  a  22.6%  increase  over  the  year-ago 
period.  Advertising  revenues  increased 
24.4%,  including  results  of  Goodson 
Newspapers  and  The  Saratogian  in 
Saratoga  Springs,  N.Y.,  which  were  not 
owned  in  the  year-ago  period.  On  a  compa- 
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rable  basis,  advertising  revenues  increased 
3.4%.  Top  performers  included  The  (N.J.) 
Trentonian,  up  7.9%;  the  Lorain,  Ohio, 
Morning  Journal,  up  5.9%;  and  the  flagship 
New  Haven  (Conn.)  Register,  up  4.9%. 

The  Trenton,  N.J.-based  company  real¬ 
ized  a  5%  drop  in  newsprint  costs  associat¬ 
ed  with  the  fall  in  newsprint  price  and  web 
width  reduction  at  the  Aew  Haven  Register. 

KNIGHT  RIDDER 

Net  income  at  the  second-largest  U.S. 
newspaper  company  in  terms  of  circulation 
dropped  38%  in  first-quarter  1999  from  the 
year-ago  period  to  $62.8  million  in  the  first 
quarter  of  1999,  reflecting  one-time  gains 
in  1998.  Not  counting  gains  from  the  sale 
of  cable  systems  and  the  Gary,  Ind.,  Post 
Tribune,  net  income  from  continuing  oper¬ 
ations  rose  1 1 .3%  for  the  quarter.  The 
results  beat  estimates  of  analysts  surveyed 
by  First  Call. 

Chairman  and  CEO  Tony  Ridder  attrib¬ 
uted  the  results  to  his  focus  on  cost  control. 
First-quarter  revenues  grew  3.6%  to  $770.8 
million,  with  ad  revenues  gaining  3,6%. 
Strong  performers  were  the  St.  Paul 
(Minn.)  Pioneer  Press,  up  11.5%;  The 
Charlotte  (N.C.)  Observer,  up  10.4%;  and 
The  Detroit  Free  Press,  up  7.4%. 

Overall,  general  advertising  increa.sed 
17.5%  for  the  quarter,  due  to  strong  adver¬ 
tising  in  auto,  financial,  and  other  sectors. 
Retail  advertising  grew  3.3%;  classified 
gained  only  0.4%,  due  to  softness  in  many 
markets. 

THE  WASHINGTON  POST  CO. 

Excluding  the  effects  of  a  one-time  gain, 
net  income  for  the  first  quarter  of  1999  was 
essentially  unchanged  at  $45.2  million, 
compared  with  the  same  year-ago  period. 
First-quarter  revenues  were  $520.4  million, 
up  8%  from  the  same  period  one  year  ago. 

The  company  reported  a  one-time  net 
income  gain  of  $162.8  million  in  the  first 
quarter  of  1998  from  the  sale  of  its  28% 
interest  in  Cowles  Media  Co. 

The  company  attributed  the  flat  overall 
earnings  to  increased  expenses  related  to 
acquisitions,  new  business  initiatives,  and 
the  recently  completed  expansion  of  The 
Washington  Post's  printing  facilities. 

Newspaper  publishing  revenues  rose  2% 
in  the  first  quarter  of  1999  from  the  year- 
ago  period,  to  $208.5  million.  Expenses 


were  up  4%  due  in  part  to  the  printing  facil¬ 
ities  expansion  at  the  Post.  Ad  volume  was 
down  1.5%  from  first-quarter  1998.  Daily 
circulation  was  unchanged,  but  Sunday  cir¬ 
culation  slipped  2%. 

Broadcast  revenues  rose  2%  to  $80.3 
million;  magazine  revenues  slipped  1%  to 
$90.7  million;  and  cable  revenues  increased 
20%  to  $80.8  million  due  to  higher  sub¬ 
scriber  levels  and  higher  rates. 

A.H.  BELO  CORP. 

Net  income  in  the  first  quarter  of  1999 
slipped  7.6%  to  $12.6  million  from  the  same 
period  last  year  due  partly  to  the  absence  of 
sports-related  advertising  in  the  broadcast 
division.  The  Dallas-based  company  posted 
diluted  earnings  per  share  of  1 1  cents,  beat¬ 
ing  a  consensus  estimate  of  analysts  polled 
by  First  Call. 

Overall  revenues  rose  0.3%  from  the 
year-ago  period  to  $326.6  million. 
Newspaper  publishing  revenues  rose  about 
1%  for  the  quarter  to  $192.5  million.  At  The 
Dallas  Morning  Nevi’s,  retail  and  general  ad 
volume  was  up.  while  classified  weakened. 
Expenses  rose  just  slightly  as  a  result  of  tight 
cost  controls  and  lower  newsprint  costs. 

Belo  also  owns  six  other  dailies,  includ¬ 
ing  The  Providence  (R.I.)  Journal',  and  22 
television  stations. 

GRAY  COMMUNICATIONS 

Gray  reported  a  net  income  loss  of  $1.6 
million  in  the  quarter  ended  March  3 1 ,  com¬ 
pared  with  a  $1.5  million  loss  in  the  year- 
ago  period. 

Revenues  rose  12%  to  $31.4  million  in 
the  quarter,  or  2%  excluding  one-time  items. 
Gray  bought  The  Goshen  (Ind.)  News  in 
March  and  Busse  Broadcasting  Corp.  and 
sold  an  NBC  affiliate  in  July. 

Excluding  special  items,  the  publishing 
division  reported  a  37%  increa.se  in  cash 
flow  compared  with  the  same  period  one 
year  ago,  due  to  improved  operating  results, 
while  broadcast  cash  flow  decreased  3%  on 
a  pro-forma  basis,  due  to  the  absence  of 
sports-related  advertising. 

Atlanta-based  Gray  owns  four  small 
dailies  and  10  network  television  affiliates. 

TORSTAR 

Reflecting  charges  from  the  purchase  of 
four  broadsheets  in  March,  net  income 
excluding  discontinued  operations  at 
Toronto-based  Torstar  fell  5.1%  to  $20.6 
million  in  the  quarter  ended  March  31,  com¬ 
pared  with  the  year-ago  period. 

r*rofits  at  The  Toronto  Star  fell  $4.9  mil¬ 
lion  due  partly  to  softness  in  some  advertis¬ 
ing  categories. 
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Keynote  Topics 

•  State  of  the  Newspaper  Industry 

•  To  Reinvent  and  Reinvest:  The 
Revolution  of  Marketing  Newspapers 

•  Qne-to-One  Marketing  vs.  Mass 
Marketing:  The  Choices  for 
Newspapers  Companies 

•  News  and  Information  Consumption 
at  the  Millennium 

•  Internet  Commerce:  The  Next  Step 
for  Newspapers 

•  Challenging  Newspaper  Cultural 
Norms 


leadership  Sessions 

•  The  New  Role  of  Promotion  at 
Newspapers 

•  Consumer  Privacy  and  the  Impact  on 
Newspapers 

•  New  Business  for  the  Traditional 
"Newspaper" 

•  New  Concepts  in  Advertising  Pricing 


Cose  Studies 

•  The  Cultural  Transformation  of  a 
Mid-Sized  Daily 

•  Reaching  Today’s  Young  Reader 

•  The  Development  of  a  World-Class 
NIE  Program 

•  The  Next  Step  in  Newspaper 
Branding 

•  Multi-Channel  Branding  Strategies 

•  National  Post:  Lessons  from  the 
Launch  that  Rocked  Canada 


M;4:&ETUN1TIES  ABOUND 


Trade  Show 

See  the  latest  technologies,  sales  systems, 
promotions,  and  business  innovations  at  the 
INMA  Trade  Show  -  bigger  and  better  than 
ever. 


The  International  Newspaper 
Marketing  Association  (INAAA)  is  a 
non-profit  organization  dedicated 
to  enhancing  the  role  of 
newspapers  in  society  through 
advanced  marketing  practices. 
Now,  with  more  than  1,100 
members  in  61  countries,  the 
World  Congress  and  Trade  Show 
always  brings  together  a  great 
diversity  of  newspaper 
professionals  with  a  full  range  of 
perspectives  on  newspaper 
marketing. 


E&P/INMA  Awards  Displayed 

View  more  than  1,500  entries  from  the  1999 
E&P/lNMA  Awards  Competition,  displayed 
exclusively  for  INMA  World  Congress 
attendees.  Bring  a  camera. 

The  Miami  Herald  Seminars 

The  Miami  Herald  executive  staff  will  present 
an  exclusive  half-day  seminar  at  the  Herald 
offices.  The  topics  scheduled  to  be  covered 
are:  a  case  study  of  the  unbundling  of  El  Nuevo 
Herald;  database/target  marketing  efforts; 
partnership  development  with  other  local 
media;  and  the  company’s  online  strategies. 


It’s  a  conference  that  revitalizes: 

Everyone  learning  from  speakers, 
fellow  attendees,  and  trade  show  ^  Strategic  Creativity  Workshop 
vendors  -  taking  and  adapting  I  Delegates  will  come  together  in  an  interai 

promotional  ideas,  marketing  — - “■  - —  *■ - 

strategies  and  tactics,  corporate 
and  departmental  objectives, 
management  approaches  and 
much  more.  Dynamic,  successful 
ideas  FROM  ALL  AROUND  THE 
WORLD! 


REACH  NEWSPAPER  MARKETERS 


Attendees  come  away  with 
renewed  energy  and  enthusiasm 
for  the  industry  and  the  exciting 
new  marketing  initiatives  they 
take  back  to  their  newspapers. 


If  you  are  interested  in  exhibiting,  please  contact  Michele  MacMahon  at  The  EDiTORdfPuBLiSHER  Company, 
which  is  managing  the  1999  INMA  Trade  Show.  She  can  be  reached  by  telephone,  (212)  824-3737;  by  fax, 
(212)  929-1259;  or  by  e-mail,  michelem@mediainfo.com.  Exhibit  space  is  running  out.  Check 
I  SnSU  SJ  availability  or  obtain  additional  information  by  visiting  the  trade  show  Web  site, 
www.mediainfo.com/ephome/events/eventshtm/inmaspon.htm. 


See  you  in  Miami 


For  more  information,  call  (214)  373-9111,  or  visit  the  INAAA  Web  site  at  www.inma.org 


NEWS 

World  press  censored  by  ‘stealth’ 

Freedom  House  survey  reveals  subtle  attacks,  overall  decline  in  press  freedom 


by  Mark  Fitzgerald 

Press  freedom  around  the  world  is  on 
the  decline,  according  to  a  survey  of 
186  nations  by  Freedom  House. 

The  survey  found  press  freedom  was 
reduced  to  some  degree  in  53  nations  last 
year  —  and  improved  in  just  20. 

“The  degree  of  press  freedom  in  the  world 
actually  declined  in  1998  to  a  degree  we  have 
not  seen  for  five  years.  It’s  worrying  because 
it  suggests  things  are  not  necessarily  going  in 
the  right  directions,”  says  Leonard  R. 
Sussman.  who  coordinated  the  survey. 

Not  only  is  press  freedom  declining,  the 
methods  used  to  restrict  it  are  also  changing. 
Freedom  House  says.  “The  muzzling  of  jour¬ 
nalists  was  increasingly  accomplished  by 
more  subtle,  legalistic  methods  than  through 
violence  or  outright  repression,”  Sussman 
writes  in  the  introduction  to  the  survey, 
“News  of  the  Century:  Press  Freedom  1999.” 

“While  physical  attacks,  even  murder 
and  arrest  of  journalists  have  not  ended, 
regimes  increasingly  use  subtle  legislation 
such  as  “insult”  laws  to  restrict  criticism. 
The  trend  suggests  a  form  of  censorship  by 
stealth.  The  use  of  innocuous-sounding 
laws  to  restrict  reporting  and  inspire  self¬ 
censorship,”  Sussman  adds. 

Nearly  30%  of  the  countries  surveyed 
adopted  new  measures  in  1998  to  restrict  or 
suppress  reporting  or  political  dissent. 
Freedom  House  found.  “That  is  disturbing 
at  a  time  when  more  democracies  exist  than 
ever,”  Sussman  says. 

This  is  the  21st  annual  survey  of  the  state 
of  press  freedom  conducted  by  Freedom 
House,  a  Washington,  D.C.,  and  New  York 
City-based  organization  that  monitors  polit¬ 
ical  and  civil  rights  worldwide.  Freedom 
House  comes  up  with  a  country’s  “score” 
by  looking  at  its  press  laws  and  how  they 
are  enforced,  the  “degree  of  economic  influ¬ 
ence  on  journalistic  content,”  and  actual 
cases  of  abuses  against  the  press,  ranging 
from  harassment  to  violence  and  murder. 

According  to  the  organization,  68  coun¬ 
tries,  or  36%  of  the  world’s  nations,  have  a 
press  that  is  free;  52  countries,  or  28%,  part¬ 
ly  free;  and  66  countries,  or  36%,  not  free. 

Freedom  House  says  1.2  billion  people 
live  in  nations  with  a  free  press;  2.4  billion 
where  the  press  is  partly  free;  and  another  2.4 
billion  where  it  is  not  free.  Freedom  House 
says  1998  saw  “major  declines”  in  press  free- 
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dom  in  two  African  countries,  Namibia  and 
Ghana,  that  conducted  wide-spread  crack¬ 
downs  on  the  press  last  year;  in  Peru,  where 
President  Alberto  Fujimori  continued  an 
anti-press  drive  begun  in  1992;  in  Jordan, 
which  adopted  a  harsh  press  law  forbidding 
coverage  of  some  14  topics;  and  in  Samao, 
where  the  government  has  been  pressuring 
the  remaining  media  it  does  not  already  own. 

The  departure  last  year  of  authoritarian 
leaders  in  two  countries,  Nigeria  and 
Indonesia,  accounted  for  “major  improve¬ 
ments”  in  press  freedom  there.  Freedom 
Hou.se  says.  Two  Asian 
countries,  Mongolia  and 
Thailand,  also  showed 
major  improvements  as  did 
two  European  countries, 

Slovakia  and  Bosnia- 
Herzegovina,  both  of 
which  are  still  rated  only 
“partly  free.” 

The  following  are 
highlights  of  the  survey 
grouped  by  region  with 
country  scored  F  (free), 

PF  (partly  free),  or  NF 
(not  free); 

AFRICA 

The  continent  is  home 
to  30  of  the  66  countries  worldwide  that 
Freedom  House  ranks  as  not  free.  Four 
countries  with  slight  improvements  and  one 
major  improvement  are  far  outnumbered  by 
18  slight  declines  and  two  major  declines: 

Algeria  (PF):  Islamist  extremists  and 
the  government  threaten  and  attack  journal¬ 
ists.  The  government  uses  its  monopoly  on 
printing  to  pressure  newspapers. 

Cameroon  (NF):  A  climate  of  fear  pre¬ 
vails  as  the  government  makes  wide  use  of 
“insult”  laws  to  arrest  journalists. 

Ghana  (NF):  A  still-vigorous  private 
press  is  a  frequent  target  of  crackdowns  and 
libel  suits  by  the  government,  which  legal¬ 
ly  circumvents  the  constitutional  guarantee 
of  media  freedom. 

Kenya  (NF):  Government-owned  elec¬ 
tronic  media  is  widely  disbelieved  while  a 
vibrant  private  newspaper  press  is  econom¬ 
ically  harassed  and  reporters  assaulted.  One 
print  reporter  was  stabbed  to  death. 

Mali  (F):  Broadcast  and  print  media, 
with  50  independent  newspapers,  is  among 
the  freest  and  most  diverse  in  Africa. 


Namibia  (PF):  Listed  as  free  in  the  pre¬ 
vious  survey,  throughout  1998,  government 
restrictions  and  harassment  of  journalists 
increased  the  problem  of  self-censorship. 

Nigeria  (PF):  Immediately  after  the 
death  of  the  dictator  Gen.  Sani  Abacha,  suc¬ 
cessor  Gen.  Abdulsalam  Abubakar  relaxed 
controls  on  press  and  promised  more  free¬ 
doms.  Before  Abacha ’s  death,  two  journal¬ 
ists  were  shot  to  death,  23  were  arrested,  and 
24  physically  attacked.  Many  restrictive 
laws  remain,  however,  and  the  government 
has  proposed  creating  an  official  media 


court  and  making  libel  a  criminal  offense. 

South  .Africa  (F):  Restrictive  media 
laws  from  the  old  apartheid  system  remain 
on  the  books  but  are  not  enforced. 
Accusations  of  racial  bias,  sometimes  by 
black  officials  against  the  black  press,  are 
frequent.  Government  has  promised  a  free¬ 
dom  of  information  law. 

Zimbabwe  (NF):  The  media  work  in  a 
legal  climate  of  official  secrecy  and  inac¬ 
cessibility  that  criminalizes  the  dissemina¬ 
tion  of  information.  The  small  independent 
press  is  critical  of  the  government,  but  self¬ 
censorship  is  otherwise  rampant. 

ASIA 

Ironically,  the  continent’s  economic  cri¬ 
sis  has  rejuvenated  the  news  media  in  sev¬ 
eral  of  the  hardest-hit  countries: 

Bangladesh  (PF):  One  journalist  is  killed 
after  his  newspaper  reports  on  corruption, 
gangs,  and  human-rights  abuses.  At  least  20 
journalists  were  assaulted  on  the  job.  More 
than  2 1  separate  laws  restrict  the  press. 

Burma  (NF):  Among  the  world’s  most 


One  of  the  ads  running  in  newspapers  around  the  world. 
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Mike  Monscour. 


lillIVu  lilUliuuUUIa  “MAN  Roland  delivered  as  promised 
on  our  GEOMAN  installation:  on  budget — and  ahead  of 
schedule,  so  we  were  on  edition  six  weeks  early! 

“The  Dmocrat  and  Chronicle  chose  MAN  Roland  because  they 
offered  the  production  flexibiliu’  we  needed.  The  16  installed 
units — four  1-color,  eight  4/1  color,  and  four  4/4  towers — allow 
us  to  run  the  GEOMAN  as  three  five-unit  or  two  eight-unit 
presses,  depending  upon  our  daily  production  requirements. 

Plus  MAN  Roland  continues  to  provide  the  ongoing  support 


“The  results  have  been  nothing  less  than  phenomenal!  The 
Democrat  and  Chronicle  (Rochester,  New  York),  a  Gannett 
newspaper,  was  recently  inducted  into  the  NAA/IFRA  Color 
Qualitv-  Club.  That  is  the  best  evidence  of  the  GEOMAN’s 
world-class  print  qualitv’.  Best  of  all,  that  qualitv'  has  impressed 
readers  and  advertisers  alike.” 

Mike  Monscowr 
HP.  of  Production 
Demoaat  and  Chronicle 
Gannett  Newspapers 


For  more  information  on  MAN  Roland  GEOMAN  presses,  call 
MAN  Roland  Inc.,  800  East  Oak  Hill  Drive. 

Westmont.  Illinois  60559  ir  1(800)  854.1617  or 
■s  (630)  920.2000  Fax:  (630)  9^0^57 
Internet:  www.manroland.dDm  ^ 


/  MAN  ^ 
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Great  impressions  start  with  us! 


repressive  regimes,  with  a  rating  of  97  on 
Freedom  House’s  scale  of  100  —  only 
North  Korea  with  100  is  worse.  The  State 
Peace  and  Development  Council  expanded 
its  absolute  control  over  the  domestic 
media  by  expelling  or  detaining  six  foreign 
reporters  during  1998. 

China  (NF):  While  several  small 
papers  write  about  corruption  that  the 
communist-owned  media  does  not  report, 
self-censorship  is  frequent.  The  govern¬ 
ment  expelled  several  foreign  reporters 
and  withdrew  visas  of  Hong  Kong  journal¬ 
ists  who  wanted  to  cover  President 
Clinton’s  China  trip. 

India  (PF):  India  has  a  robust  newspa¬ 
per  press,  but  violence  against  journalists  is 
a  problem.  One  newspaper  office  was 
attacked  by  armed  men.  Nine  journalists 
were  attacked  for  their  coverage,  including 
one  beaten  in  a  police  station. 

Indonesia  (PF):  President  B.J.  Habibie 
quickly  moved  to  free  the  press  after  years 
of  restrictions  under  Suharto,  who 
resigned.  The  frequent  attacks  under  the 
Suharto  regime  have  lessened,  although 
self-censorship  still  is  a  problem  in  a  vio¬ 
lent  time  for  the  nation. 


The  Proven 
Professional. 

a  Richard  L. 

Hare 

•  Consultant  to  3(X)  dailies,  weeklies, 
and  shoppers  in  last  25  years 
•  Market  wise  in  50  states  and 
Canada 

•  Expert  manager,  trainer 
•  Executive  recruiter 
•  Successful  broker  and  appraiser 

Hare  Associates,  Inc. 

62  Black  Walnut  Drive 
Rochester,  New  York  14615 
716/621-6873 

Celebrating  Twenty-Five  Years 
of  Professional  Service 
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Pakistan  (PF):  Some  22  cases  of  serious 
press  freedom  violations  recorded  in  1998, 
including  one  murder  and  eight  attacks  on 
journalists. 

Thailand  (F):  In  the  wake  of  the  Asian 
financial  crisis,  Thailand  has  become  con¬ 
vinced  that  greater  openness  is  needed  to 
prevent  future  economic  chaos.  The  newspa¬ 
per  press  in  particular  has  been  vigorous  in 
covering  the  social  implications  of  the  crisis. 

EUROPE 

There  were  few  dramatic  developments  in 
1998  on  the  continent  with  the  largest  num¬ 
ber  of  countries.  28,  enjoying  a  free  press: 

Bosnia-Herzegovina  (PF):  A  federal 
law  criminalizes  libel,  and  several  journal¬ 
ists  have  been  prosecuted.  Private  media  is 
mostly  partisan,  and  journalists  have  great 
difficulty  getting  news. 

France  (F):  At  least  a  dozen  journalists 
were  questioned  and  had  their  equipment 
seized  in  connection  with  demonstrations 
in  support  of  “foreigners  without  proper 
papers.” 

Hungary  (F):  In  this  former  communist 
country  the  press  enjoys  a  wide  variety  of 
high-quality,  uncensored  national  and  local 
newspapers. 

Ireland  (F):  A  Freedom  of  Information 
law  took  effect  last  year,  ending  the  gov¬ 
ernment  control  permitted  by  an  extensive 
Official  Secrets  Act.  Harsh  libel  laws 
restrict  press  freedom. 

Macedonia  (PF):  Most  major  media  are 
state-controlled  or  subsidized,  and  political 
parties  fund  newspapers. 

United  Kingdom  (F):  The  anti-press  cli¬ 
mate  seen  in  Parliament  in  reaction  to  cov¬ 
erage  of  the  violent  death  of  Diana,  Princess 
of  Wales,  eased  noticeably  in  1998. 

Yugoslavia  (NF):  Legal  restrictions  and 
harassment  against  journalists  intensified  in 
the  1998  Kosovo  conflict  and  the  runup  to 
the  current  NATO  bombings.  In  Kosovo, 
journalists  have  been  squeezed  between  the 
warring  factions,  but  most  attacks  on  the 
media  came  from  the  Serbian  side. 

LATIN  AMERICA/CARRIBEAN 

A  general  decline  in  press  freedom  was 
led  by  intensifying  crackdowns  in  Peru  and 
Cuba  and  violence  in  Colombia: 

Argentina  (PF):  The  Senate  contem¬ 
plated  more  restrictive  laws  while  working 
conditions  for  journalists  declined  as  they 
were  harassed,  threatened,  censored,  fined, 
detained,  and  fired  in  attempts  to  stifle  free 
expression. 

Colombia  (PF):  1998  was  a  violent  year 
for  Colombia’s  vibrant  and  aggressive 
press.  Seven  journalists  were  murdered. 


three  kidnapped,  and  three  others  detained 
by  paramilitaries. 

Cuba  (NF):  The  government  relaxed  its 
isolation  slightly  by  permitting  The 
Associated  Press  to  open  a  bureau  in  1998. 
It  retains  total  control  of  domestic  news 
media  and  engages  in  periodic  crackdowns, 
such  as  detaining  eight  independent  journal¬ 
ists  to  prevent  them  from  covering  a  trial. 

Guatemala  (PF):  Despite  the  1996 
peace  accords  between  the  government  and 
leftist  guerrillas,  conditions  for  the  press 
improved  only  slightly.  Economic  harass¬ 
ment  from  government  and  business  is  fre¬ 
quent.  as  is  self-censorship. 

Paraguay  (PF):  Independent  journal¬ 
ists.  particularly  those  investigating  corrup¬ 
tion  or  covering  protests,  are  intimidated. 

MIDDLE  EAST 

In  this  region  where  only  one  nation  has 
a  free  press  and  only  one  has  a  partly  free 
press,  the  only  improvements  were  very 
marginal  and  came  in  the  closed  societies 
of  Iran  and  Iraq: 

Iran  (NF):  Press  freedom  is  slowly 
increasing  following  the  1997  election  of 
President  Mohammad  Khatami.  Many 
more  newspapers  and  magazines  are  pub¬ 
lishing,  but  crackdowns  driven  by  Muslim 
extremists  are  frequent  and  arbitrary. 

Iraq  (NF):  For  the  first  time  since  1968, 
newspapers  outside  the  ruling  Ba’ath  party 
are  permitted  to  publish.  All  journalists 
operate  under  a  Draconian  law:  Insulting 
the  president  or  other  officials  is  punishable 
by  death. 

Israel  (F):  Under  a  “voluntary”  agree¬ 
ment  last  revised  in  1996,  government  and 
military  authorities  can  censor  news  from 
Israel  or  occupied  territories  on  national 
security  grounds.  Arabic-language  publica¬ 
tions  are  censored  more  frequently  than 
those  in  Hebrew. 

Palestinian  Authority  (NF):  The  Pales¬ 
tinian  National  Authority  (PNA)  implies  that 
the  news  media  should  be  an  arm  of  the 
PNA.  Censorship,  intimidation,  and  harass¬ 
ment  of  journalists  is  unpredictable  and  arbi¬ 
trary,  leading  to  significant  self-censorship. 

NORTH  AMERICA 

Canada  (F):  Despite  a  tradition  of  broad 
press  freedom,  Canada  permitted  surveil¬ 
lance  of  a  broadcaster  investigating  police 
corruption,  and  two  newspaper  reporters 
were  subjected  to  police  wiretaps. 

United  States  (F):  Like  Canada,  the 
United  States  was  said  to  have  had  “slight 
declines”  in  press  freedom  during  1998. 
“Loss  of  credibility  was  a  serious  factor,” 
Freedom  House  says.  |B 
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Last  year's 

Pulitzer  Prize-winning 
editorial  cartoonist  creates 
this  year's  hottest  comic: 
GRAND  AVENUE  by 
Steve  Breen.. 


Add  it  to  your 
comics  section 
today. 

Call  Lisa  Klem  Wilson  at 
800-221-4816  or  212-293-8500. 
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Wnld  Press  Day  is  bom 

Rising  out  of  UNESCO’s  controversial  history 


by  Allan  Wolper 

Journalists  around  the  world  celebrate 
World  Press  Day  next  week  as  they 
fight  to  preserve  the  right  to  cover 
conflicts  like  the  one  in  Yugoslavia. 

The  Committee  to  Protect  Journalist 
(CPJ)  recently  criticized  NATO  and  the 
United  States  for  bombing  the  Serbian 
communications  network. 

“The  bombing  puts  all  journalists  work¬ 
ing  in  Yugoslavia  at  risk”  says  CPJ,  an 
international  organization  that  rarely  criti¬ 
cizes  United  States  free  press  violations. 

The  hope  for  an  international  free  press 
is  encompassed  in  Article  19  —  sometimes 
referred  to  as  The  First  Amendment  for  the 
world.  The  General  Assembly  of  the 
United  Nations,  a  group  of  nations  often 
seen  as  anathema  to  free  speech  and  press 
rights,  passed  Article  19  on  Dec.  10,  1948 
as  part  of  the  Universal  Declaration  of 
Human  Rights. 

“Everyone  has  the  right  to  freedom  of 
opinion  and  expression,”  the  General 
Assembly  noted.  “This  right  includes  free¬ 
dom  to  hold  opinions  without  interference 
and  to  seek,  receive,  and  impart  informa¬ 
tion  and  ideas  through  any  media  regard¬ 
less  of  frontiers.” 

The  U.N.,  however,  has  a  hard  job  con¬ 
vincing  anyone  that  it  believes  in  press  free¬ 
doms.  The  United  Nations,  Educational, 
Scientific  and  Cultural  Organization 
(UNESCO)  tried  in  1976  to  create  an 
Orwellian-like  New  World  Information  and 
Communication  Order.  Under  the  proposal, 
reporters  would  be  licensed  and  required  to 
follow  a  code  of  conduct  that  would  be 
enforced  by  world  governments,  a  position 
contrary  to  the  ideals  of  Article  19. 

The  U.S.  reacted  by  withdrawing  from 
UNESCO,  which  backed  off  its  plan  under 
intense  criticism  from  most  free  world  coun¬ 
tries.  Ironically,  some  Western  European 
countries  that  found  UNESCO’s  new  world 
order  so  offensive  discussed  in  1995  setting 
up  an  international  ombudsman  with  powers 
to  punish  wayward  press  people. 

UNESCO  regained  some  much-needed 
stature  in  1991  when  it  sponsored  the 
Windhoek  conference,  in  Namibia,  to  pro¬ 
mote  an  independent  and  pluralistic  press 
in  Africa.  Seventy  journalists  from  35 
countries  passed  the  Windhoek  Declaration 
on  May  3,  calling  for  a  free  press  in  Africa. 


The  seminar  in  Windhoek  was  held  three 
years  after  W.  Scott  Stanley,  then  editor  of 
American  Press  International,  a  U.S.  news 
agency,  was  arrested  when  he  arrived  in  the 
city  to  testify  at  his  defamation  trial. 
Stanley,  former  editor  of  The  Consenative 
Digest,  was  charged  with  libel  after  he  crit¬ 
icized  the  South  African  commission 
charged  with  overseeing  Namibia  elections. 
His  articles  were  published  in  The 
Windhoek  Advertiser  and  AUgemeine 
Zeitung,  two  Namibian  newspapers. 

The  Reporters  Committee  for  Freedom 
of  the  Press  protested  and  Stanley  was 
allowed  to  leave  the  country. 

In  1992,  UNESCO  passed  a  resolution 
calling  for  a  world  press  day  and  won 
praise  from  The  World  Press  Freedom 
Committee  (WPFC)  that  had  been  formed 
to  fight  UNESCO’s  freedomless  ideas. 

“After  1 5  years,  we  feel  good  about  what 
we  have  been  able  to  accomplish  regarding 
the  attitude  prevailing  at  UNESCO,”  says 
Harold  Anderson,  who  was  WPFC  chair¬ 
man  at  the  time. 

UNESCO  voted  to  hold  its  annual  press 
day  on  the  May  3  announcement  of  the 
Windhoek  Declaration. 


by  Mark  Fitzgerald 

Leaders  of  the  Inter  American  Press 
Association  (lAPA)  will  mark 
World  Press  Freedom  Day  May  3  in 
Bogota,  Colombia,  by  presenting  the 
results  of  their  investigation  into  unpun¬ 
ished  crimes  against  journalists. 

The  presentation,  which  will  take  place 
under  the  auspices  of  the  United  Nations 
Educational,  Scientific  and  Cultural 
Organization  (UNESCO),  will  concen¬ 
trate  on  two  cases  lAPA  investigated  in 
Brazil:  the  1977  assassinations  of  journal¬ 
ists  Zaqueu  de  Oliveira  and  Aristeu  Guida 
da  Silva.  The  aim,  the  association  says,  is 
to  convince  government  authorities  to 
reopen  these  cases  and  prosecute  offend¬ 
ers.  In  the  case  of  de  Oliveira,  a  new  judge 


Still,  the  Committee  To  Protect 
Journalists  (CPJ)  reports  that  many  of  the 
General  Assembly  members  who  claim  to 
support  press  freedoms  routinely  violate 
them.  The  committee’s  complaints  are 
found  in  their  annual  report.  Attacks  on  the 
Press  in  1998. 

“Their  stories  are  not  just  a  record  of  the 
state  of  press  freedom  but  also  a  tribute  to 
colleagues  who  share  our  profession,  but 
not  our  protections,”  says  Ann  Cooper, 
executive  director  of  CPJ. 

Franco  Mayor,  director  general  of 
UNESCO,  when  it  began  its  annual  salute 
of  a  free  press,  says:  “Journalism  has 
become  an  increasingly  dangerous  profes¬ 
sion,  yet  this  has  not  deterred  men  and 
women  from  doing  their  part  in  the  search 
for  truth,  the  sharing  of  information,  the 
building  of  peace  and  democracy.” 

World  Press  Freedom  Day  became  a 
truly  focused  event  after  The  Inter 
American  Press  Association  (lAPA) —  the 
press  in  this  hemisphere  —  agreed  in  1995 
to  endorse  the  May  3  date  favored  by 
UNESCO  and  most  of  the  rest  of  the  world. 
Until  then,  the  lAPA  had  held  it’s  press 
freedom  day  on  June  7. 

The  Newspaper  Association  of  America 
(NAA),  the  American  Society  of  Newspaper 
Editors,  and  the  NAA  Foundation,  The 
International  Press  Institute,  and  the 
National  Newspaper  Association,  all  are 
involved  in  the  effort. 


has  already  been  assigned  to  the  case. 

“More  than  200  journalists  have  been 
killed  in  the  past  decade,  and  in  the  great 
majority  of  these  cases,  there  have  been 
no  conclusions.  But  at  the  same  time,  we 
are  encouraged  by  the  positive  reception 
in  Brazil  to  the  results  of  our  independent 
investigations,”  says  lAPA  president 
Jorge  Fascetto  of  El  Dia  newspaper  in  La 
Plata,  Argentina. 

In  addition  to  Fascetto,  the  lAPA  delega¬ 
tion  to  Colombia  will  include  Alberto 
Ibargiien,  publisher  of  The  Miami  Herald, 
Danilo  Arbilla,  publisher  of  Hoy  in 
Montevideo,  Uruguay;  Robert  Cox,  assis¬ 
tant  editor  of  The  Post  and  Courier  in 
Charleston,  S.C.;  Julio  Munoz,  lAPA  exec¬ 
utive  director;  and  Carlos  Molina,  the  asso¬ 
ciation’s  free  press  affairs  coordinator.  H 


lAPA  to  celebrate  Press 
Freedom  Day  in  Colombia 
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Declaration  of  Chapullepec 

A  key  free  press  document  for  the  Americas 


by  Mark  Fitzgerald 

For  journalists  and  free  press  advocates 
throughout  Latin  America,  1999 
brings  not  only  another  World  Press 
Freedom  Day,  but  the  fifth  anniversary  of  the 
adoption  of  the  Declaration  of  Chapultepec. 

When  the  Hemisphere  Conference  on 
Free  Speech  assembled  in  Mexico  City  in 
March  1994,  the  nations  in  North  and 
South  America  were  embracing  freedom 
and  democracy  in  unprecedented  numbers. 
In  the  Declaration  of  Chapultepec,  dele¬ 
gates  proclaimed  that  free  expression, 
including  a  free  press,  was  indispensible  to 
liberty. 

“Wherever  the  media  can  function  unhin¬ 
dered  and  determine  their  own  direction  and 
manner  of  serving  the  public,”  the 
Declaration  states  in  its  preamble,  “there  is  a 
blossoming  of  the  ability  to  .seek  information, 
to  dis.seminate  it  without  restraints,  to  ques¬ 


tion  it  without  fear,  and  to  promote  the  free 
exchange  of  ideas  and  opinions.  But  wherev¬ 
er  freedom  of  the  press  is  curtailed,  for  what¬ 
ever  reasons,  the  other  freedoms  vanish.” 

The  following  is  the  text  of  the  principles 
adopted  in  the  Declaration  of  Chapultepec: 

A  free  press  enables  societies  to  resolve 
their  conflicts,  promote  their  well-being 
and  protect  their  liberty.  No  law  or  act  of 
government  may  limit  freedom  of  expres¬ 
sion  or  of  the  press,  whatever  the  medium. 
Because  we  are  fully  con.scious  of  this  real¬ 
ity  and  accept  it  with  the  deepest  conviction 
and  because  of  our  firm  commitment  to 
freedom,  we  sign  this  declaration,  whose 
principles  follow. 

•  No  people  or  society  can  be  free  without 
freedom  of  expression  and  of  the  press.  The 
exercise  of  this  freedom  is  not  something 
authorities  grant,  it  is  an  inalienable  right  of 
the  people. 

•  Every  person  has  the  right  to  seek  and 


receive  information,  express  opinions  and 
disseminate  them  freely.  No  one  may 
restrict  or  deny  these  rights. 

•  The  authorities  must  be  compelled  by  law 
to  make  available  in  a  timely  and  rea.sonable 
manner  the  information  generated  by  the  pub¬ 
lic  sector.  No  journalist  may  be  forced  to 
reveal  his  or  her  sources  of  information. 

•  Freedom  of  expression  and  of  the  press 
are  severely  limited  by  murder,  terrorism, 
kidnapping,  intimidation,  the  unjust  impris¬ 
onment  of  journalists,  the  destruction  of 
facilities,  violence  of  any  kind,  and  impuni¬ 
ty  for  perpetrators.  Such  acts  must  be  inves¬ 
tigated  promptly  and  punished  harshly. 

•  Prior  cen.sorship,  restrictions  on  the  circu¬ 
lation  of  the  media  or  dissemination  of  their 
reports,  arbitrary  management  of  informa¬ 
tion,  the  imposition  of  obstacles  to  the  free 
flow  of  news,  and  restrictions  on  the  activi¬ 
ties  and  movements  of  journalists  directly 
contradict  freedom  of  the  press. 

•  The  media  and  journalists  should  neither 
be  discriminated  against  nor  favored 
because  of  what  they  write  or  say. 

•  Tariff  and  exchange  policies,  licenses  for 
the  importation  of  paper  or  news-gathering 
equipment,  the  assigning  of  radio  and  tele- 


Don't  worry,  they  won't  bite. . .  or  will  they? 


Dogs  are  wonderful  companions. 

But  even  the  cutest,  sweetest  pup  can  bite 
if  provoked. 

State  Farm  Insurance  and  the 
American  Veterinary  Medical  Association 
can  help  you  tell  your  audience  about  the 
problem  of  dog  bites  and  how  to  prevent 
them. 


•  As  many  as  one  million  people  seek 
treatment  for  dog  bites  each  year. 

•  Half  of  children  1 2  and  under  have  been  bitten,  ranking  it  as  the  No.  1  health  risk  for  kids. 

•  Dog  owners  can  face  civil,  and  even  criminal  action  because  of  dog  attacks. 


May  1 6-22  is  Dog  Bite  Prevention  Week. 


Send  me  the  following  dog  bite  prevention  information: 

□  Press  release/general  information  packet 

□  Interview/subject  contacts  (English/Spanish) 

□  Video  b-roll,  report  from  Insurance  Information  Institute 

□  Camera-ready  print  article 


State  Farm  Insurance  Companies 

Home  Offices:  Bloomington,  Illinois 
http://www.statefarm.com 


Name _ _  Title _ 

Media  outlet  _ 

Address  _ 

City _ State  _ ZIP _ 

Ph.#  _ : _ 

Mail  or  fax  to;  Dog  Bite  Prevention/Public  Affairs  Department,  State 
Farm  Insurance  Companies,  One  State  Farm  Plaza,  Bloomington,  IL 
61 71 0-0001  (fax:  309/766-1 1 81 ).  Or,  you  may  send  your  request  by  e-mail 
to  Joe.)ohnson.GLD7@StateFarm.com 

For  additional  help,  call:  309-766-2086  c 
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SPJ  says  no  way — for  now 

Door  still  open  for'lndianapolis  campus  as  site  for  HQ 


vision  frequencies,  and  the  granting  or 
withdrawal  of  government  advertising  may 
not  be  used  to  reward  or  punish  the  media 
or  individual  journalists. 

•  The  membership  of  journalists  in 
guilds,  their  affiliation  to  professional  and 
trade  associations  and  the  affiliation  of 
the  media  with  business  groups  must  be 
strictly  voluntary. 

•  The  credibility  of  the  press  is  linked  to 
its  commitment  to  truth,  to  the  pursuit  of 
accuracy,  fairness,  and  objectivity  and  to 
the  clear  distinction  between  news  and 
advertising.  The  attainment  of  these  goals 
and  the  respect  for  ethical  and  professional 
values  may  not  be  imposed.  These  are  the 
exclusive  responsibility  of  journalists  and 
the  media.  In  a  free  society,  it  is  public 
opinion  that  rewards  or  punishes. 

•  No  news  medium  nor  journalist  may  be 
punished  for  publishing  the  truth  or  criti¬ 
cizing  or  denouncing  the  government. 

Milosevic: 

Enemy  No.  1 

The  Committee  to  Protect  Journalists 
(CPJ)  named  Yugoslav  President 
Slobodan  Milosevic  to  the  top  of  its 
annual  list  of  the  10  Enemies  of  the  Press. 

The  international  press  freedom  orga¬ 
nization  described  Milosevic  as  someone 
who  imposed  “draconian  media  law” 
during  the  recent  military  fighting  in 
Yugoslavia.  He  also  was  blasted  for  “sup¬ 
pression  of  the  press  through  intimida¬ 
tion.  assault,  and  crippling  fines.” 

The  list  was  released  last  week  as  part 
of  the  New  York-based  group’s  recogni¬ 
tion  of  World  Press  Freedom  Day. 

Also  named  in  the  top  10  were:  China 
president  Jiang  Zemin,  Cuban  president 
Fidel  Castro,  Lauren  Kabila  of  the 
Democratic  Republic  of  Congo, 
Ethiopian  prime  minister  Meles  Zenawi, 
Ukraine  president  Leonid  Kuchma, 
Tunisia  president  Zine  Abdine  Ban  Ali, 
Malaysia  prime  minister  Mahathir 
Mohamad,  Peru  president  Alberto  K. 
Fujimori,  and  Egypt  president  Hosni 
Mubarak. 

“These  10  individuals  have  been  disas¬ 
trous  for  independent  journalism,”  says 
Ann  K.  Cooper,  CPJ’s  executive  director. 

“A  free  press  informs,  but  their 
regimes  have  knowingly  acted  to  sup¬ 
press  information  through  countless 
violations  against  journalists,  including 
censorship,  imprisonment,  physical 
attacks,  and  even  murder.” 

—  Joe  Strupp 


by  Martha  L.  Stone 

As  the  arduous  process  of  selecting  a 
new  Society  of  Professional 
Journalists  (SPJ)  headquarters 
drones  on  into  its  third  year,  one  of  the  two 
finalists  is  growing  weary  of  the  process. 

The  23-member  board  of  directors  for  SPJ 
this  month  nixed  a  detailed  proposal  for  a 
move  to  the  soon-to-be-built  School  of 
Journalism  at  Indiana 
University-Purdue 
University  at  Indianapolis 
(lUPUI)  over  inadequate 
space.  The  decision  infuri¬ 
ated  the  associate  dean 
who  shepherded  the  pro¬ 
posal  —  reportedly  not 
because  of  the  rejection, 
but  because  of  the  delays 
that  have  caused  animosi¬ 
ty  at  his  school. 

Meanwhile,  the  Green- 
castle,  Ind.-based  organi¬ 
zation,  whose  second  finalist  is 
Greencastle-based  Depauw  University,  is 
quick  to  point  out  that  SPJ  hasn’t  rejected 
lUPUI  outright,  and  that  they’d  be  open  to 
exploring  larger  facilities  in  Indianapolis, 
on-  or  off-campus. 

“1  put  an  enormous  amount  of  time  into 
this  organization  over  the  last  year,  and  I 
clearly  think  1  have  not  been  treated  fairly 
nor  has  the  school,”  said  Jim  Brown,  associ¬ 
ate  dean  of  lUPUl’s  journalism  school  on 
the  eve  of  a  meeting  with  SPJ’s  executive 
director  on  April  29.  Prior  SPJ  officials 
reportedly  told  Brown  that  2,700  square 
feet  was  sufficient,  so  Brown  “called  in 
political  chips”  with  university  officials  to 
aggregate  enough  space  in  the  new  build¬ 
ing.  Now,  those  relationships  with  col¬ 
leagues  who  gave  up  space  for  SPJ  are 
damaged,  he  says. 

After  the  2-1/2  hour  meeting  with  new 
SPJ  executive  director  James  L.  Gray, 
Brown  was  encouraged.  “I  think  the  long 
meeting  did  a  whole  lot  for  getting  me 
back  on  track  with  SPJ.  It  was  a  very  pos¬ 
itive  meeting,”  Brown  says.  “Two  thou¬ 
sand,  seven  hundred  square  feet  is  not 
practical  for  SPJ.  It’s  not  adequate  for 
what  we  need,”  Gray  says.  “But  we  want 
them  to  know  a  relationship  with  them  is 
still  possible.” 

The  SPJ  board  went  into  executive  ses¬ 


sion  at  the  April  17  board  meeting,  against 
the  wishes  of  some  board  members,  to 
launch  a  “protracted”  debate  over  the  two 
proposals  that  lasted  a  large  portion  of  the 
1 1-hour  board  meeting. 

“We  feel  very  strongly  we  will  contin¬ 
ue  our  relationship  with  lUPUI.  Jim 
Brown  has  been  a  longtime  supporter  of 
this  organization  and  we  really  value  his 
contributions,”  says  Wendy  Myers,  presi¬ 
dent  of  SPJ.  “There  is 
still  a  possibility  of 
going  to  Indianapolis.” 

SPJ,  in  a  special  board 
meeting  set  for  August, 
will  decide  whether  to 
stay  in  Greencastle,  go  to 
lUPUl  on-  or  off-campus, 
or  re-locate  somewhere 
else  in  Indianapolis. 

SPJ.  with  10,000 
members  largely  in  the 
U.S.,  leases  its  down- 
town-Greencastle  head¬ 
quarters  of  5,000  square  feet  with  15 
employees.  The  lease  will  expire  in  July 
2000.  Nine  years  ago,  SPJ  moved  from 
Chicago  back  to  Greencastle,  close  to  the 
site  of  its  1909  founding. 

While  the  executive  session  vote  was 
reportedly  overwhelmingly  against  the 
lUPUI  proposal  because  of  the  space  con¬ 
straints,  SPJ  says  board  members  are  unde¬ 
cided  on  whether  to  stay  in  Greencastle  or 
to  move  to  Indianapolis.  Some  favor  the 
historical  ties  to  Depauw,  while  others 
think  Indianapolis  is  preferable  because  of 
its  city  location.  Others  object  to  Depauw ’s 
smaller-scale  journalism  curriculum, 
which  puts  lUPUI’s  strong  journalism  pro¬ 
gram  at  an  advantage. 

DePauw  University’s  proposal  includes 
a  parcel  of  land  on  which  the  Society 
would  build  a  5,000  square-foot  building 
to  cost  at  least  $500,000.  SPJ  would  lease 
the  land  from  DePauw  for  $1  a  year. 
lUPUI  proposed  a  2,725-square-foot 
office  inside  the  new  School  of 
Journalism  to  be  completed  in  2001.  SPJ 
would  lease  space  at  $35,000  annually. 
Both  universities  offered  human- 
resources  benefits,  a  travel  agency,  group 
purchasing,  accounting,  and  other  fee- 
based  services.  Both  proposals,  which 
may  not  be  completely  updated,  are  avail¬ 
able  online  at  www.spj.org 


“Two  thousand,  seven 
hundred  square  feet 
is  not  practical  for 
SPJ.  It’s  not 
adequate  for  what 
we  need.” 

—  James  L.  Gray, 

SPJ  EXEC.  DIRECTOR 
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epartment? 
radar  screen? 


Will  there  be  a  time  when  traditional  newspaper 
print  classifieds  will  be  replaced  entirely  by 
online  classifieds? 

What’s  your  take  on  what’s  happening  to  our  classifieds 
industry?  This  "sacred  cow"  which  is  "sacrosanct"  to 
thousands  of  newspaper  professionals  passionate 
about  their  product.  Industry  pros  who  generate  millions  of 
dollars  in  revenues  to  keep  newspapers  healthy  and 
profitable  while  staring  down  their  electronic  foes.  Not 
to  mention  the  competition  outside  the  newspaper 
industry! 


If  you  have  a  story  to  tell,  or  a  lot  to  learn,  plan  now  to 
be  at  the: 

The  Editor  &  Publisher  ^  ^ 

OnlinB 
Classifieds 
Industry  Symposium 

September  12>14  •  Hyatt  Regency  •  Austin,  Texas 


Register  NOW  for  the  Early  Bird  rate  of  Just  $895! 

Hey,  Massachusetts!  California!  Texas,  Illinois  and  all  Online  at:  www.mediainfo.com  -  "Conferences" 

points  imbetween.  North,  South,  East  and  West  of  the  US  _ 

borders!  To  submit  a  presentation  idea,  please  contact: 

Marsha  Stottman,  Vice  President/Marketing  Relations 
•  What  are  the  big  issues  facing  your  classifieds  The  Editor  &  Publisher  Company, 

department?  •  What  trends  do  you  see?  •  Who  are  11 W.  19th  St.,  New  York,  NY  10011-4234 

the  trendsetters?  •  Are  you  clued  in?  Or  clueless?  212-675-4380,  ext.  502  •  marshas@mediainfo.com 


Exhibit/sponsorship  opportunities  available!  Contact  Michele  MacMahon,  (212)  675-4380,  ext.156,  michelem@mediainfo.com 


Cigarette  ads 

The  New  York  Times  bans 


by  Joe  Strupp 

The  New  York  Times  will  no  longer 
print  cigarette  ads  after  May  1, 
according  to  newspaper  officials, 
who  say  the  decision  is  based  on  the  sim¬ 
ple  premise  that  tobacco  is  unhealthy. 

“We  don’t  want  to  expose  our  readers 
to  advertising  that  may  be  dangerous  to 
their  health.”  Times  spokeswoman  Nancy 
Nielsen  said  in  the  newspaper’s  April  28 
edition  announcing  the  ban.  “Deciding 
on  the  acceptance  of  advertising  often 
means  we  have  to  weigh  the  pros  and 
cons  of  competing  and  sometimes  con¬ 
flicting  values.” 

The  Times  joins  a  small  group  of  more 
than  a  dozen  newspapers  that  have 
banned  cigarette  ads  in  recent  years, 
which  include  The  Seattle  Times,  The 
Deseret  News  in  Salt  Lake  City  and  The 
Christian  Science  Monitor. 

Nielsen  says  cigarette  ads  provide  less 
than  1%  of  the  newspaper’s  $1  billion  in 
annual  advertising  revenue.  The  newspa¬ 
per  says  it  ran  its  last  cigarette  ad,  a  full- 
page  color  promotion  for  Carlton  ciga¬ 
rettes,  on  April  26  in  the  Metro  section 
and  had  no  plans  for  other  such  ads 
before  May  1 . 

Carlton  is  produced  by  the  Brown  & 
Williamson  Tobacco  unit  of  British 
American  Tobacco. 

Brown  &  Williamson  spokesman  Mark 
Smith  criticized  the  newspaper’s  deci¬ 
sion,  saying  that  it  is  only  a  symbolic  ges¬ 
ture  since  so  little  advertising  comes  from 
cigarette  companies.  He  also  calls  the 
move  “pathetic”  and  says  it  is  a  form  of 
censorship. 

“Isn’t  it  ironic  that  a  publication  that 
trumpets  freedom  of  the  press  would 
trample  on  the  freedom  of  commercial 
expression?”  Smith  told  the  newspaper. 

Arthur  O.  Sulzberger  Jr.,  publisher  of 
the  Times  and  chairman  of  the  New  York 
Times  Company,  defends  the  ban,  saying 
it  is  a  proper  business  decision. 

“The  First  Amendment  gives  the  press 
the  right  to  publish  what  it  chooses  to,” 
he  says.  “It  doesn’t  force  the  press  to 
publish  something,  whether  that’s  a 
news  story  or  an  advertisement.  We  con¬ 
tinue  to  support  the  right  of  other  publi¬ 
cations  to  run  any  advertisement  they 


up  in  smoke 

cigarette  advertisements 


feel  is  appropriate  for  their  audience.” 

The  new  policy  will  not  affect  tobacco 
company  ads  that  do  not  promote  smok¬ 
ing,  officials  say,  such  as  those  for  an 
event  sponsored  by  a  tobacco  manufac¬ 
turer.  The  Times  already  bans  advertising 
for  other  legal  products,  such  as  hand¬ 
guns,  Mace,  and  tear  gas,  officials  say. 

Times  officials  say  the  ban  will  not 
extend  to  any  other  New  York  Times 
Company  newspapers,  such  as  The 
Boston  Globe  or  The  Press  Democrat  in 
Santa  Rosa,  Calif. 

“All  of  our  newspaper  properties  have 
the  autonomy  to  make  decisions  about  the 
advertising  they  accept,”  Nielsen  says. 

The  new  policy  is  being  implemented 
at  a  time  when  tobacco  companies  are 
having  to  restrict  billboard  advertising  this 
month  as  part  of  a  $206  billion  settlement 
with  46  states  to  resolve  health  cost  claims 
stemming  from  tobacco-related  deaths 
and  ailments.  Times  officials  say. 

Quick  action 
saves  Sentinel 
from  plant  fire 

A  pressman’s  quick  response  to  a 
small  fire  at  The  Orlando  Sentinel  saved 
the  paper’s  plant  from  destruction. 

Newsprint  got  tangled  in  an  infeed 
roller,  causing  friction,  which  started  the 
fire  the  evening  of  April  26.  A  pressman 
noticed  it,  quickly  stopped  the  press,  and 
put  out  the  fire,  says  Colleen  Dykes, 
Sentinel  spokeswoman. 

No  one  was  injured,  but  about  50 
press  room  employees  were  evacuated 
because  of  smoke  and  water.  Delivery 
was  mostly  on  time,  although  some  cus¬ 
tomers  got  the  paper  a  half-hour  late. 
Dykes  says. 

Editorial  staff,  whose  offices  are  next 
door  to  the  printing  plant,  learned  about 
the  fire  on  the  police  scanner.  The  news¬ 
paper  ran  a  photo  and  caption  that  quot¬ 
ed  the  fireman  saying  of  the  press  oper¬ 
ators,  “They’re  not  firemen,  but  they 
saved  your  plant  from  burning  down.” 

The  Sentinel  has  a  circulation  of 
258,000  daily,  381,000  Sunday. 

—  Lucia  Moses 


NEWS 

S.F.  freelancer’s 
trial  postponed 

The  trial  of  a  San  Francisco  freelance 
journalist  accused  of  setting  up  a  meeting 
with  an  underaged  boy  he  met  online  has 
been  postponed  due  to  court  calendar  sched¬ 
uling  delays,  according  to  prosecutors. 

Bruce  Mirken,  42,  says  he  was  only  try¬ 
ing  to  interview  the  person  he  met  online  for 
a  story  about  gay  youth  using  the  Internet  to 
meet  others.  When  he  set  up  the  meeting  and 
went  to  a  Sacramento,  Calif.,  park  last  sum¬ 
mer  to  see  the  youngster,  police  who  had 
posed  as  the  minor  on  the  Web  grabbed  him 
in  a  sting  operation.  Mirken.  who  is  free  on 
$100,000  bail,  was  set  to  go  to  trial  on  April 
14  to  face  one  count  of  felony  attempted 
lewd  act  with  a  person  under  14.  The  trial  is 
now  expected  to  begin  on  June  10. 

Colleagues  and  friends  have  helped 
establish  a  fund  to  assist  with  Mirken ’s  legal 
expenses,  which  he  says  are  approaching 
$50,000.  Information  can  be  found  on  his 
Web  site  at  http://www.void.  org/~claudius 
/BmceMirken/,  by  e-mail  to  bmirken  @hot- 
mail.com,  or  by  writing  to:  Bruce  Mirken 
Legal  Defense  Fund,  P.O.Box  14954,  San 
Francisco,  CA  94 1 1 4.  —  Joe  Strupp 

Chiquita  company 
case  can  proceed 

A  lawyer  charged  with  helping  a  former 
Cincinnati  Enquirer  reporter  gain  access  to 
voice  mails  at  Chiquita  Banana  was  not 
unfairly  singled  out  for  prosecution,  a 
judge  has  ruled. 

Judge  Ann  Marie  Tracy  issued  the  ruling 
on  April  20  that  states  George  Ventura,  a 
former  attorney  for  Chiquita.  received  fair 
treatment  when  he  was  targeted  for  prose¬ 
cution  stemming  from  his  efforts  to  steal 
voice  mails. 

Ventura  was  named  by  former  Enquirer 
reporter  Michael  Gallagher  as  the  man  who 
helped  him  access  voice  mail  recordings 
from  Chiquita  that  were  used  in  a  lengthy 
series  accusing  the  company  of  corrupt 
business  practices.  The  series  has  been 
renounced  by  the  newspaper,  which  fired 
Gallagher,  published  a  front-page  apology 
for  the  series,  and  paid  $10  million  to 
Chiquita  to  avoid  a  lawsuit. 

The  ruling  followed  a  request  by  Ventura’s 
attorneys  for  information  on  why  others  who 
may  have  helped  Gallagher  were  not  also 
being  investigated.  The  judge  says  no  evi¬ 
dence  exists  that  others  were  involved  in  the 
same  way  as  Ventura.  —  Joe  Strupp 
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USA  Weekend 

launches  redesign 


by  Lucia  Moses 

USA  Weekend  magazine  is  seeking 
to  court  Baby  Boomers  and  Gen- 
Xers  with  a  redesigned  cover  and 
more  emphasis  on  lifestyle  topics  such  as 
health,  personal  finance,  and  technology. 

The  redesign,  which  launched  with  the 
April  23-25  issue, 
changed  the  head¬ 
line  and  body  type, 
moved  the  cover 
logo,  added  more 
visual  aids,  and 
brought  a  back  news 
page  to  the  front  of 
the  magazine. 

The  redesign  was 
done  by  New  York 
design  firm  WBMG, 
whose  redesign 
credits  include  Fortune  maga¬ 
zine  in  1997  and  Money  and 
ESPN  magazines  in  1998. 

New,  regular  columns  now 
run  in  place  of  feature  stories. 

Additions  include  a  biweekly 
personal  technology  column. 

Tech  Talk;  a  monthly  food  col¬ 
umn,  Cook  Smart;  and  a  weekly 
trends  column.  New  Frontiers. 

The  magazine  also  doubled  the 
frequency  of  its  Personal 
Finance  column,  which  now 
runs  every  other  week. 

The  magazine  has  spent  about  $1  mil¬ 
lion  over  the  past  year  and  a  half  on  the 
redesign,  estimates  Marcia  Bullard,  USA 
Weekend's  president,  editor,  and  CEO. 

Bullard  says  the  redesign  seeks  to  build 
on  USA  Weekend's  appeal  to  readers  ages 
25  to  50,  the  “group  newspapers  have 
always  had  the  most  trouble  drawing  read¬ 
ers  from.”  Market  research  suggested  that 
the  new  column  topics  could  help  attract 
readers  in  that  age  range,  Bullard  says.  By 
bringing  more  regularity  to  the  columns, 
she  also  hopes  to  lure  readers  to  the  mag¬ 
azine  on  a  regular  basis. 

The  redesign  comes  as  USA  Weekend, 
despite  stronger  circulation  gains  in  the 
past  five  years,  trails  Parade,  the  other  top 
national  Sunday  magazine,  in  circulation. 


USA  Weekend,  published  by  Gannett  Co., 
appears  in  542  newspapers  with  a  total 
circulation  of  21.7  million,  while  Parade, 
a  division  of  Advance  Publications, 
appears  in  33 1  papers  with  a  total  circula¬ 
tion  of  37.2  million. 

Both  magazines  cite  studies  showing 
they  beat  the  other  in  reaching  young  to 
middle-aged  readers. 

In  studies  done  for  Parade 
by  Belden  Associates  of  500 
adult  readers  in  major  markets 
in  1991,  1996  and  1998,  at 
least  twice  as  many  readers 
said  they  would  prefer  Parade 
over  USA  Weekend  if  only  one 
was  available. 

When  Belden  did  the  same 
survey  with  readers  ages  18  to 
34,  the  margin  narrowed,  but 
Parade  still  had  an 
advantage  of  31%  to 
68%,  depending  on 
the  year. 

“We’re  reaching  as 
many,  if  not  more,  of 
that  audience,”  says 
Fred  Johnson,  direc¬ 
tor  of  newspaper  rela¬ 
tions  for  Parade. 
“They  changed  their 
entire  design,  so 
something  wasn’t 
working.”  Parade  has 
made  minor  changes 
over  the  years,  he  says. 

USA  Weekend  points  to  the  spring  1999 
Mediamark  Research  Inc.  (MRI)  study 
showing  USA  Weekend's  total  readership 
gaining  6%  since  1998  as  Parade's 
dropped  5.3%.  The  study  compares  read¬ 
ership  of  USA  Weekend  with  15  competi¬ 
tors.  MRI  is  a  leading  supplier  of  audi¬ 
ence  research  to  media  and  advertisers. 

In  other  changes,  USA  Weekend  also 
formed  a  partnership  with  Spin  magazine 
to  run  an  occasional  feature  from  Spin 
called  SPIN  Picks.  The  Web  site,  usaweek- 
end.com,  also  reflects  the  redesign,  with 
more  news  and  advertising  opportunities 
on  the  home  page.  An  ad  campaign  in 
trade  magazines  is  showing  off  the  maga¬ 
zine’s  remake.  IH 


The  new  (top)  and  the  old. 


NEWS 


Mentor  program 

Ten  minority  newspaper  professionals 
were  chosen  to  participate  in  the  1999 
James  K.  Batten  Leadership  and  Career 
Development  Program,  the  Newspaper 
Association  of  America  announced. 

Participants  are  Byron  White,  Chicago 
Tribune  community  relations  manager; 
Elaine  Pommells,  New  York  Times  circu¬ 
lation  accounting  manager;  Charles 
Bogguess,  Times  circulation-internet 
channel  marketing  manager;  Anthony 
Cuffie,  Philadelphia  Daily  News  sales 
manager;  Lawrence  Young,  Arlington 
(Texas)  Morning  News  managing  editor; 
Robert  Holder  Jr.,  Minneapolis  Star 
Tribune  marketing  manager;  Alton  Dunn, 
Times  education  director;  Wendi  Thomas, 
Tennessean  regional  editor;  Edwina 
Clark,  Dayton  (Ohio)  Daily  News  assis¬ 
tant  managing  editor/administration;  and 
Sherwin  Pulmano,  Florida  Times-Union 
employment  manager.  —  Lucia  Moses 

Czech  leader 
drops  libel  suit 

Czech  President  Vaclav  Havel  and  his 
wife,  Dagmar,  say  that  a  public  outcry  led 
to  their  decision  last  week  to  drop  a  libel 
suit  against  several  media  organizations  on 
April  23. 

Havel  sued  an  author,  a  television  station, 
and  two  Czech  daily  newspapers  last  year  for 
publishing  accounts  of  his  19%  lung  cancer 
surgery  and  marriage,  and  stories  suggesting 
infidelity  on  his  part.  But,  after  a  public  out¬ 
cry  against  his  actions,  the  leader  says  he 
withdrew  the  suits  because  “journalists  and 
public  figures  were  almost  unanimous  in 
calling  it  a  mistake.”  —  Joe  Strupp 

Gambling  on  TV 
and  radio  ads 

The  U.S.  Supreme  Court  is  expected  to 
decide  by  late  June  whether  the  federal 
government’s  ban  on  television  and  radio 
ads  promoting  casinos  outside  Indian  reser¬ 
vations  violates  free-speech  rights. 

Government  lawyers  contend  that  ban  is 
justified  because  Congress  found  that  gam¬ 
bling  “contributes  to  corruption  and  the 
growth  of  organized  crime.”  But  broadcast¬ 
ing  groups,  such  as  the  Greater  New 
Orleans  Broadcasting  Association,  which 
brought  the  case  to  the  highest  court,  say 
the  ban  is  unfair.  —  Joe  Strupp 
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It  takes  three  years 
to  build  a  Village 


by  Lucia  Moses 

Three  years  after  its  switch  from 
paid  to  free  distribution,  New 
York’s  Village  Voice  is  proclaiming 
the  move  a  success. 

The  weekly  alternative’s  mostly  free 
distribution  is  250,000,  almost  double  the 
pre-switch  level.  Ad  sales  have  increased 
between  10%  and  13%  in  each  of  the  last 
three  years,  according  to  Publisher  David 
Schneiderman. 

Announcement  of  the  switch  prompted 
industry  insiders  to  wonder  if  the  Voice 
was  floundering  and  whether  it  could 
make  it  on  advertising  revenue  alone, 
speculation  that  Schneiderman.  in  a  letter 
to  readers  in  the  April  21  issue,  took 
delight  in  defying. 

“Some  gleefully  said  we  were  on  life 
support,”  Schneiderman  wrote.  “  ...  The 


Village  Voice  has  never  been  popular 
with  the  elites  of  this  city.  ...  The  Voice 
took  them  on  and  relentlessly  exposed 
their  venality.” 

But  when  the  Voice,  in  an  ad  cam¬ 
paign,  called  itself  the  largest  circula¬ 
tion  newspaper  in  Manhattan,  competi¬ 
tors  groused. 

The  ad  shows  a  bar  graph  that  puts  the 
Voice  at  the  top  in  Manhattan  circulation 
among  New  York  City  dailies,  trumping 
The  New  York  Times,  Daily  News,  and 
New  York  Post.  The  Voice's  Manhattan- 
only  distribution  is  about  216,000. 

The  New  York  Times  ran  the  ad  April 
19,  but  the  Post  turned  it  down.  (The 
Voice  didn’t  go  to  the  Daily  News.)  The 
ad  has  also  run  in  the  New  York  Observer, 
New  York  magazine,  and  several  trade 
magazines. 

Steven  Sackler,  a  New  York  media 


buyer  who  placed  the  ads  for  the  Voice, 
says  the  Post  told  him  it  wouldn’t  run  the 
ad  because  it  showed  the  tabloid  trailing 
in  circulation  and  because  the  ad  copy 
mixes  free  distribution  and  paid  circula¬ 
tion  numbers. 

Speaking  through  national  advertis¬ 
ing  account  executive  John  Thursby, 
executives  at  the  New  York  Post  declined 
to  comment. 

Russ  Smith,  publisher  of  the  city’s 
other  major  free  alternative.  The  New 
York  Press,  says  the  ad  makes  an  invalid 
comparison. 

“Dailies  and  weeklies  are  apples  and 
oranges,”  says  Smith,  whose  NY  Press  dis¬ 
tributes  115,000  copies  weekly  in 
Manhattan.  "The  New  York  Times  comes 
out  seven  times  a  week,  so  obviously 
that’s  not  true.  I  think  it’s  a  misleading 
ad.”  Plus,  Smith  says,  the  ad  doesn’t  give 
a  source  for  the  numbers. 

Schneiderman  says  the  numbers  come 
from  the  latest  Audit  Bureau  of 
Circulations  report,  released  in  December. 
Defending  the  ad,  he  says  that  because 
people  make  a  conscious  decision  to  pick 
up  the  Voice  every  week,  “free  is  superior 
to  paid  circulation.” 

“As  long  as  people  pick  up  the  paper 
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Weekly  stock  prices  of  public  companies  with  significant  newspaper  interests. 
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21.062 

19.688 

26.094 

McClatchy  Co.  (NY) 
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20.375 
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22.875 

Thomson  Corp.  (TSE) 
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Bollinger  International  (NY) 
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14.438 
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Times  Mirror  Co.  (NY) 

60.437 

61.188 

60.125 

Journal  Register  Co.  (NY) 

15.062 
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22.750 

Tribune  Co.  (NY)* ** 
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80.000 

64.875 
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55.812 

53.688 

57.375 

Washington  Post  Co.  (NY) 
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*  Initial  public  offering  closed  on  12/15/97  +  Adjusted  for  2-for-1  stock  split  as  of  6/5/98  (a)  Canadian  dollars 

**  Adjusted  for  2-for-1  stock  split  ++  Adjusted  for  2-for-1  stock  split  as  of  3/16/98  (b)  British  pounds 

+++  Adjusted  for  2-for-1  stock  split  as  of  7/1/98 
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and  read  it,  it  doesn’t  matter  if  you  get  it  free  or  paid,”  he  says. 

Distribution  has  increased  steadily  since  the  Voice  switched  to 
free,  he  says. 

“If  we  printed  more  copies,  circulation  would  go  up,  because 
returns  are  less  than  1%,”  Schneiderman  says,  referring  to  what 
he  claims  is  the  Manhattan  weekly  return  average. 

The  Voice's  total  distribution  of  250,000  includes  the 
216,000  free  copies  distributed  in  Manhattan  plus  about  34,000 
paid  copies,  most  of  which  are  sold  in  the  surrounding  area. 
The  total  distribution  figure  doesn’t  count  the  Voice's  Long 
Island  version,  which  was  launched  two  years  ago  and  has  a 
weekly  distribution  of  60,000. 

Liberty  expands  in  Chicago 

Liberty  Suburban  Chicago  Newspapers  bought  the  Chicago- 
area  newspaper  groups.  Press  Publications  and  Life  Newspapers, 
and  announced  management  changes.  Liberty  vice  president  of 
operations  Gerry  Smith  has  been  named  to  head  the  new  operation 
while  eight  former  Life  and  Press  executives  wilt  be  department 
heads.  Others  from  the  Press  and  Life  publications  will  hold  the 
title  of  assistant  department  head. 

Liberty  Suburban  publishes  50  newspapers  with  a  combined 
circulation  of  more  than  200,000  in  suburban  Chicago.  It  is 
part  of  Liberty  Group  Publishing,  a  subsidiary  of  Leonard 
Green  &  Partners,  a  Los  Angeles-based  investment  firm. 
Liberty  Group  Publishing  controls  more  than  269  newspapers 
in  15  states,  including  63  small  dailies.  121  paid  weeklies,  and 
several  shoppers. 
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E&P  VIEWPOINT 


Press  freedom:  Who  is 
watching  the  watchers? 

This  has  been  a  remarkable  century  for  press  freedom.  From  hot  type,  the  yel¬ 
low  press,  and  governments  that  operated  in  secrecy  as  a  matter  of  unques¬ 
tioned  routine  have  come  live  TV  coverage  of  faraway  wars,  professional  jour¬ 
nalists  who  agonize  over  ethics,  and  state  agencies  that  let  the  public  read  their  e- 
mail  correspondence. 

Given  all  this  progress,  perhaps  the  most  remarkable  fact  about  the  20th  century  is 
how  it  is  ending  —  with  nearly  five  of  the  six  billion  people  on  the  planet  living  in 
places  where  the  press  is  not  free.  In  the  penultimate  year  of  the  millennium,  press  free¬ 
dom  actually  declined  in  the  world,  according  to  the  respected  human  rights  monitor 
Freedom  House.  Its  exhaustive  survey  of  conditions  in  1 86  countries  found  press  free¬ 
dom  worsening  in  53  nations  during  1998  while  improving  in  only  20. 

Only  1 .2  billion  pieople  live  in  nations  that  enjoy  a  free  press.  Freedom  House  says, 
while  2.4  billion  live  where  the  press  is  partly  free  and  another  2.4  billion  reside  where 
there  is  no  free  press.  “It’s  worrying  because  it  suggests  things  are  not  necessarily  going 
in  the  right  directions,”  says  Leonard  R.  Sussman,  the  veteran  newsman  and  scholar  who 
coordinated  the  survey. 

As  we  prepare  to  mark  World  Press  Freedom  Day  on  Monday,  May  3,  the  most  dole¬ 
ful  reflection  that  emerges  from  the  Freedom  House  survey  is  this:  At  a  time  when  more 
nations  than  ever  are  democracies,  the  impulse  to  strangle  the  press  has  not  been  stilled. 
Often  it  simply  takes  another  tack.  One  favorite  way  for  democracies  to  restrict  the  press 
is  through  laws  that  mandate  journalists’  “responsibility”  to  promote  lofty  sounding 
goals  such  as  national  harmony  and  security. 

In  fact,  Sussman  says,  these  laws  really  amount  to  “a  form  of  censorship  by  stealth.” 
For  journalists  and  political  dissidents  the  effect  of  these  laws  is  intimidation,  self-cen¬ 
sorship,  and  time  spent  fighting  lawsuits  or  criminal  charges.  In  a  classic  example, 
Peru’s  democratically  elected  president,  Alberto  Fujimori,  attempted  to  silence  a  criti¬ 
cal  television  station  by  revoking  the  citizenship  of  its  owner. 

Not  that  the  cudgel  has  disappeared  —  even  from  democracies.  In  Yugoslavia,  author¬ 
ities  several  times  fined  and  banned  Slavko  Curuvija’s  independent  daily,  Dnevni 
Telegraf.  When  the  publisher  did  not  cease  his  criticism  of  the  government,  he  was  shot 
dead  in  his  apartment  building  April  15  by  masked  gunmen. 

Terrorists  at  each  end  of  the  political  spectrum  have  made  democratic  Colombia  a  lit¬ 
eral  killing  field  for  journalists.  In  the  last  month  alone,  a  leftist  guerrilla  group  declared 
reporters  “legitimate  military  targets”  while  a  right-wing  death  squad  threatened  a  liter¬ 
ary  editor  whose  only  offense  is  that  he  is  translating  the  writings  of  the  19th  century 
South  American  liberator  Simon  Bolivar.  The  rightist  group  apparently  believes  Gerardo 
Rivas  Moreno  deserves  death  because  a  leftist  group  took  the  nickname  “Bolivarianos.” 

World  Press  Freedom  Day  will  dawn  on  the  free  and  the  unfree.  While  we  work  to 
increase  press  liberty  in  authoritarian  nations,  we  in  democracies  must  be  vigilant  that 
we  do  not  let  ourselves,  by  means  subtle  or  crude,  join  the  too  many  people  on  this  plan¬ 
et  who  already  live  without  a  free  press. 
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LETTERS  E&P 


TMal  date  changed 

Regarding  your  April  10  story  about  my 
case,  “SF  reporter  on  trial,”  (E&P,  p.  16)  your 
readers  should  be  aware  that  the  trial  has 
been  postponed  until  June  10.  The  legal  sys¬ 
tem  and  court  schedules  being  what  they  are, 
further  changes  are  always  possible,  but  at 
present  the  trial  is  scheduled  to  begin  at  8:30 
a.m.  in  the  Sacramento  courthouse.  Dept.  8. 

Regarding  prosecutor  Perry  Sims’  claim 
of  confidence  in  the  evidence  against  me,  let 
me  simply  say  that  I  am  eagerly  looking  for¬ 
ward  to  the  opportunity  to  tell  my  story  and 
have  all  the  facts  laid  out  before  the  public.  If 
I  have  one  wish,  it’s  that  the  news  media  will 
cover  the  case  thoroughly  and  attentively. 

Bruce  Mirken 

Hispanic  market 
strong  in  S.  Fia. 

With  regard  to  your  story  “Hispanic 
Media  Flourishes”  (March  13,  p.  24),  there 
are  several  errors  and  incorrect  information 
about  our  publications  (£/  Nue\’o  Herald  and 
The  Miami  Herald)  and  the  Miami  market. 

The  table  entitled  “Top  5  Hispanic 
Markets”  lists  Miami  as  fifth  behind  San 
Francisco/San  Jose,  yet  gives  a  higher 
Hispanic  population  number  for  Miami 
(823,906)  than  for  San  Francisco/San  Jose 
(685,838).  The  Hispanic  estimate  for  Miami 
of  823,906  is  incorrect  —  even  if  one  is  look¬ 
ing  at  just  the  MSA  (Miami-Dade  County). 
In  its  most  recent  county  population  esti¬ 
mates  for  1997  (Sept.  4,  1998),  the  Census 

50  YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  April  30, 1949 

Cuba  suspends  a  9%  tax  for  carry¬ 
ing  charges  on  newspapers  reaching 
Havana  by  plane  from  the  United 
States,  due  in  part  to  The  Miami 
Herald’s  letter  to  President  Prio  of 
Cuba  promising  to  cease  delivery  if 
the  tax  is  not  removed. 


A  new  low  of  2.23  accidents  per 
100,000  vehicle  miles  was  attained  in 
1948  by  newspaper  drivers,  acccmling  to 
ANPA’s  safe  driving  committee,  which 
reported  to  the  convention  in  New  York. 


Eleanor  Roosevelt  sells  her  memoirs 
to  The  Chicago-Sun-Times  Syndicate. 


Bureau  ranked  Miami-Dade  County  number 
two  in  the  U.S.  with  1,139,004,  second  only 
to  Los  Angeles  County  (4,(X)0,642). 

In  addition  to  these  errors,  I  stress  the  over¬ 
all  point  that  Miami’s  importance  among  U.S. 
Hispanic  markets  is  much  greater  than  indi¬ 
cated  by  the  figures  in  the  E&P  article. 
Beyond  being  ranked  number  two  in  terms  of 
population.  Market  Statistics,  another 
respected  source,  ranks  Miami  third  among 
all  metropolitan  statistical  areas  in  the  U.S.  in 
terms  of  Hispanic  population  (behind  Los 
Angeles  and  New  York).  Broward  County,  the 
fastest-growing  market  in  South  Florida,  con¬ 
tains  another  171,271  Hispanics  (according  to 
Market  Statistics).  The  Miami/Fort 
Lauderdale  DMA  (Dade,  Broward,  and 
Monroe  counties)  also  ranks  third  in  the  U.S., 
according  to  Market  Statistics,  at  1,375,263 
Hispanics). 

In  addition  to  its  size,  the  Miami  market 
stands  out  for  its  relative  affluence  among  all 
major  Hispanic  markets  in  the  U.S.  Miami 
ranks  third  in  total  buying  power  ($15.3  bil¬ 
lion)  but  first  in  per-capita  buying  power 
($10,777).  Miami  also  has  the  highest  propor¬ 
tion  of  college-educated  Hispanics  (40%) 
(Strategy  Research,  1998  U.S.  Hispanic 
Market  Study).  The  E&P  article  notes  that 
“El  Nuevo  and  Diario  las  Americas  are 
“approaching”  a  combined  circulation  equal 
to  that  of  the  English  Herald  itself.  I  guess 
that  depends  on  what  you  mean  by 
“approaching.”  The  latest  ENH  (El  Nuevo 
Herald)  figures  that  I  have  (January  1999) 
show  an  average  ENH  daily  circulation  of 


83,414.  According  to  SRDS  (December 
1998),  Diaro’s  unaudited  average  daily  cir¬ 
culation  is  68,915.  Even  if  you  add  these  two 
up  (152,329),  they  would  still  fall  signifi¬ 
cantly  short  of  The  Miami  Herald’s  total 
daily  circulation  of  364,773.  But  just  adding 
these  two  circulation  figures  is  misleading 
because  of  the  great  amount  of  reader  dupli¬ 
cation  between  the  two  papers.  According  to 
the  1998  Scarborough  Multi-Media  Study, 
35%  of  Diario’ s  daily  readers  and  68%  of  its 
Sunday  readers  also  read  ENH. 

With  regard  to  auditing,  the  top  three 
Spanish-language  dailies  in  the  U.S.  are  all 
audited  by  the  Audit  Bureau  of  Circulation 
(ABC):  La  Opinion  in  Los  Angeles;  El 
DiariolLa  Prensa  in  New  York;  and  El 
Nuevo  Herald. 

Miguel  Pereira 
Hispanic  marketing  manager. 
The  Miami  HeraldlEl  Nuevo  Herald 

Corrections 

The  April  25  cover  story  of  E&P  over¬ 
stated  the  decline  in  overall  circulation  of 
daily  newspapers  in  the  U.S.  since  1990. 
According  to  Editor  &  Publisher 
International  Year  Book  statistics,  overall 
daily  circulation  at  U.S.  newspapers 
decreased  from  62.32  million  in  1990  to 
56. 1 8  million  at  present ...  In  the  April  10 
issue  of  E&P,  reporter  Cameron 
McWhirter  was  incorrectly  identified  as  an 
employee  of  The  Detroit  Free  Press.  He 
works  for  The  Detroit  News. 


,  Knight  International 
Fellowships 

;  Live  abroad  for  up  to  nine  months  and 

share  your  skills  with  colleagues  in 

Next  Deadline:  July  15 

U.S.  Newspaper,  Radio  and  TV  Professionals  needed  with  experience  in: 
y  Advertising  /  Business  management 

/  Broadcast  Production  /  Circulation 

/  Curriculum  Development  /  Design  and  Layout 

y  Pre-press  Production  /  Reporting  and  Editing 

For  more  information  or  an  application  contact: 

International  Center  for  Journalists  •  1616  H  Street,  NW  ‘Third  Floor 
Washington,  DC  20006  •  Tel:  202-737-3700  •  Fax:  202-737-0530 
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Unleash  the  power  of 
print  and  online  technology^ 


and  learn  to  navigate  the 
marketing  challenges  ahead! 

Find  out  how  to  effectively  package  your  print  and  online  products  and  get  practical 
marketing  strategies  to  chart  your  way  to  success  in  the  21st  century. 


Join  us  for  these  great  NM  events  at  the  Hilton  Chicago  &  Towers! 
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Print  &  Online: 

The  Power  of  the  Package 


July  18-21 

The  1999  NAA  Marketing 
Conference 

Navigating  the  21st  Century: 
Fresh  Ideas 


July  17-18 

Smaller-Market  Symposium 

Take  home  hundreds  of 
solutions  to  smaller-market 
challenges  for  less  than  $100! 


Register  today! 

Go  to  www.naa.org/conferences,  or  call  (703)  902-1777. 
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Hearst  Newspapers  Journalism  Fellowships 


More  than  a  first  step, 

it's  a  leg  up.  As  part  of  a  strong  commitment  to 

Journalism  of  Distinction,  Hearst  Newspapers  has  established  a  fellowship  program  to  give 
journalists  of  diverse  backgrounds  a  great  start  on  their  career  paths. 

The  goal  of  this  paid  fellowship  program  is  to  recruit,  train  and  retain  the  future  high 
achievers  in  reporting,  editing,  photojournalism,  design  and  graphics.  Fellows  selected  in 
1999  will  have  the  opportunity  for  four  six-month  rotations  at  some  of  Hearst's  12  daily 
newspapers  and  their  Washington  bureaus.  For  up  to  two  years,  they  receive  formal  training, 
mentoring  and  work  experience  alongside  award-winning  Hearst  journalists. 


Candidates  should  be  college  graduates  or  have  compelling  experience  in  journalism. 
If  you  or  someone  you  know  is  interested  in  a  newspaper  career,  take  an  important  first  step 
by  contacting: 


HEARST 

NEWSPAPERS 


Albany  Times  Union 

New  York 

Beaumont  Enterprise 

Texas 

Edwardsville  Intelligencer 

Illinois 

Houston  Chronicle 

Texas 

Huron  Daily  Tribune 

Michigan 

Laredo  Morning  Times 

Texas 

Midland  Daily  News 

Michigan 

Midland  Reporter-Telegram 
Texas 

Plainview  Daily  Herald 

Texas 

San  Antonio  Express-News 

Texas 

San  Francisco  Examiner 

California 


Seattle  Post-Intelligencer 

Washington 


After  1 50  years  we're  grown  up; 
but  still  developing! 

Developing  PEOPLE 


We  want  all  Tribune  employees  to  have  challenging,  fulfilling  careers.  To  help  them,  we  offer  many 
opportunities  for  personal  growth  and  professional  development. Training  programs  are  offered  to  enhance 
and  promote  management  development,  general  business  skills  and  computer/software  fluency.  We  also 
offer  tuition  reimbursement  for  eligible  employees  who  wish  to  take  courses  or  pursue  a  college  degree  in 
a  field  related  to  their  work  at  Tribune.  We  promote  from  within,  giving  employees  the  first  chance  to  compete 
for  positions  throughout  the  company.  Our  weekly  job  posting  program  facilitates  movement  between  business 
units  nationwide. 


With  operations  in  broadcasting,  publishing  and  education,  we're  growing  in  many  directions.  Tribune 
Broadcasting  has  expanded  dramatically  in  recent  years  by  acquiring  TV  stations  in  the  nation's  top  40 
markets  and  affiliating  many  of  its  stations  with  the  fast -growing  WBTelevision  Network,  in  which  we  have 
an  equity  stake.  Tribune  Publishing,  anchored  by  four  market-leading  daily  newspapers,  is  building  the 
interactive  market  of  the  future  with  local  and  national-brand  Internet  services. Tribune  Education,  founded 
in  1994,  is  already  among  the  country's  largest  publishers  in  the  fast-growing  market  for  supplemental 
learning  materials  and  is  finding  new  opportunities  in  consumer  publishing  as  well. 

While  each  of  our  business  groups  has  distinct  growth  plans,  there  are  common  strategies  for  creating 
value  in  all  of  our  businesses: 

•  Create  premier  branded  content 

•  Build  communities  with  our  customers  across  multiple  media 
•Apply  technology  imaginatively 

•  Encourage  creativity  in  a  diverse  workplace 

•  Use  financial  resources  aggressively  to  create  shareholder  value 


Tribune  was  an  eariy  leader  in  applying  digital  technology  to  media,  and  we're  working  hard  to  maintain 
our  edge.  Whether  it's  with  new  Internet  services,  multimedia  products  for  school  classrooms  or  high- 
definition  television,  each  of  our,  businesses  is  pointing  to  a  digital  future.  We're  excited  by  the 
opportunities  this  implies  for  Tribune  and  our  employees.  Effective  application  and  management  of 
technology  will  be  critical  to  our  growth  in  the  years  ahead. 

We  have  the  financial  resources  to  keep  investing  in  new  technology.  In  addition  to  providing  state-of-the- 
art  equipment  and  software  for  our  own  facilities,  we  invest  in  other  technology-oriented  companies 
through  Tribune  Ventures.  By  building  strategic  partnerships  with 

information-technology  and  emerging-media  companies,  we  improve  our  ™  *  ■ 

current  operations  and  often  discover  new  business  opportunities.  M  5 


For  detailed  information  about  openings,  go  to 

www.tribune.com 


Tribune  is  an  equal  opportunity  employer. 


To  Our  Readers: 


We  are  pleased  to  present  the  first  Editor  &  Publisher  Career  Guide.  This  guide  offers  strategies  to  help 
you  stand  out  from  the  competition  when  looking  for  a  job,  an  internship,  or  a  fellowship.  It  takes  a  hard  look  at 
the  latest  issues  confronting  graduates.  We  know  how  frightening  it  can  be  to  break  into  the  industry;  this  is  our 
effort  to  make  it  a  little  less  frustrating. 

The  idea  for  Newspapers  Take  You  Places  originated  in  the  many  requests  we  receive  for  information 
about  starting  a  career  in  the  news  business.  While  many  acknowledge  that  we  serve  veteran  news  junkies  well, 
there  hasn’t  been  an  outlet  for  beginners.  As  this  project  came  together  we  received  encouragement  from  pro¬ 
fessors,  recruiters,  newspapers,  career  offices,  journalists  and  job  seekers  who  all  agreed  that  this  kind  of  reliable 
resource  was  long  overdue. 

E&P  magazine  has  a  long  history  —  over  100  years  —  of  serving  recruiters  and  job  seekers  in  the  news 
industry.  We  are  now  expanding  those  services  to  create  and  maintain  an  informative,  easy-to-access  career  guide 
in  print  and  online  at  www.mediainfo.com.  It  will  combine  useful,  practical  ideas  with  postings  for  jobs,  internships 
and  good  connections  to  the  news  and  publishing  companies  that  actively  seek  entry  level  and  early-experienced 
candidates. 

We  will  continue  to  post  entry-level  and  early-experience  job  listings  as  part  of  our  weekly  classified 
employment  publication.  In  November  we  will  put  together  another  expanded  magazine  and  cover  the  job  hunt¬ 
ing  and  career  development  issues  of  the  moment. 

Our  many  thanks  to  the  staff  who  worked  extremely  hard  to  prepare  this  guide:  Michele  Appello, 
Denniston  Brown,  Kin  Chiang,  Ron  Garcia- Vidal,  Robert  Paltos,  Hazel  Preuss  and  Matt  Villano,  a  regular  con¬ 
tributor  to  E&P. 

Please,  continue  to  keep  us  abreast  of  your  experiences  and  needs  and  we  will  continue  to 
serve  you. 


Sincerely, 


Eileen  Long 
Classified  Ad  Manager 
eileenl@mediainfo.com 


^  onvinced  that  readers 
appreciate  good  reporting 
and  good  writing. 

New  Times  Inc.  publishes 
alternative  newsweeklies- 
ten  of  them  to  date-that 
break  journalistic  rules,  ■ 
win  readers  and  make 
money. "  AJR  (November  1 998) 


www.mediainfo.com 


Kimberly  Scheck 
News  Editor 

kimberlys@mediainfo.com 


IS  THERE  ANYTHING 
WRONG  WITH  THAT? 


Many  people  label  New  times  "alternative" 
but  we  prefer  more  specific  terms: 

unapologetic  irreverent  analytical  provocative  engaging  honest 

We  love  old-fashioned  storytelling.  In  ten  cities, 
coast  to  coast,  New  Times  papers  are  making 
a  difference  in  their  communities. 

And  we  continue  to  seek  journalists  who 
share  that  passion.  We  want  writers  who 
value  critical  thinking  and  descriptive  prose, 
who  aim  to  knit  the  news  into  stories 
worth  reading. 

why  not  join  the  alternative? 

Send  your  cover  letter,  resume,  story  ideas  and  clips  to: 
Christine  Brennan,  Executive  Managing  Editor 
New  Times,  Inc.,  RO.  Box  5970,  Denver,  CO  80217 

TO  LEARN  MORE  AROUT  NEW  TIMES  VISIT  OUR  WERSiTE  AT  www.newtimes.com 
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DOING  IT 


You’ve  finished  college,  spruced  up  that  resume  and 
spent  hours  perfecting  your  portfolio  and  clips. 
Now  you’re  ready  to  start  looking  for  your  first  job 
in  journalism.  Sure,  the  market  is  better  than  it’s 
been  in  years  (see  story,  page  C9),  but  that  doesn’t 
mean  that  finding  an  entry-level  job  will  be  easy. 
First,  you’ve  got  to  decide  what  kind  of  job  you  want.  Would  you 
rather  be  a  writer  or  an  editor;  a  page  designer  or  a  Web  program¬ 
mer?  Come  to  think  of  it,  maybe  a  job  in  the  editorial  department 
isn’t  the  job  for  you.  If  not,  relax  —  experts  say  there  are  more  jobs 
in  business-side  departments  such  as  advertising,  circulation,  and 
marketing  than  in  newsrooms  themselves  (see  story,  page  CIO). 
With  the  right  kind  of  experience  (see  story,  page  C 1 1 ),  a  little 
patience,  and  the  winning  combination  of  passion  and  enthusiasm, 
you’ll  be  joining  the  journalism  ranks  in  no  time. 

There  are,  however,  some  secrets  to  finding  your  first  job  even 
more  quickly  than  you  had  hoped.  In  conjunction  with  this  special 
section.  Editor  &  Publisher  asked  20  recruiters  from  newspapers 
and  news  organizations  across  the  country  what  they  look  for  in  an 
entry-level  job  application.  We’ve  compiled  their  answers  and 
advice  and  present  them  to  you  here  as  eight  secrets  to  success  in 
finding  your  first  job  in  journalism.  Happy  hunting! 

1  GET  REAL 

Before  you  can  apply  for  an  entry-level  job,  you’ve  got  to  decide 
what  kind  of  atmosphere  you’re  looking  for.  Unless  you’ve  got  sig¬ 
nificant  internship  experience,  most  large  papers  won’t  hire  you 
right  out  of  school.  Don’t  let  that  get  you  down.  A  big  paper  might 
not  be  the  best  thing  for  you  at  this  point  in  your  career  —  many  of 
them  would  make  you  wait  years  before  they  let  you  work  on  some 
serious  stories.  Smaller  papers,  on  the  other  hand,  toss  their  entry- 
level  people  right  into  the  news,  frequently  asking  their  rookie 
reporters  to  cover  some  of  the  top  stories  every  day.  Most  recruiters 
—  including  those  at  the  country’s  largest  papers  —  recommend 
that  entry-level  job  seekers  start  small. 

“If  you’re  looking  to  break  into  the  business,  small  papers  are  the 
best  way  to  go,”  says  Angela  Tuck,  newsroom  personnel  manager 
for  the  Atlanta  Journal  &  Constitution.  “At  papers  like  those,  you 
learn  the  nuances  of  source  development,  beat  reporting,  and  life  in 
a  small  market.” 

Once  you’ve  decided  where  to  apply,  it’s  time  to  get  your  expec¬ 
tations  in  order.  Accept  the  fact  that  you  may  have  to  relocate.  If 
you  don’t  own  a  car,  buy  one.  Many  papers  have  their  newest  hires 
work  nights,  so  if  you  have  a  significant  other,  tell  that  person  what 
to  expect.  Above  all  else,  prepare  yourself  for  some  work  you  prob¬ 
ably  didn’t  expect  to  get.  Don  Rodriguez,  development  and  recruit¬ 
ment  editor  for  The  Arizona  Republic,  says  that  the  keys  to  surviv¬ 
ing  your  first  few  years  in  journalism  are  to  be  flexible  and  to  take 
on  whatever  comes  your  way. 

“If  you  think  you’re  going  to  be  able  to  walk  in  the  door  and 


Insider  secrets  to 
finding  the  journalism 
job  of  your  dreams 

by  Matt  Villano 

name  your  duties,  that’s  unrealistic,”  he  says.  “It’s  their  ballgame. 
If  they  want  you  to  write  about  fashion,  you  do  it.  If  they  want  you 
to  design  the  obituai^  page,  you  do  it.  Remember  that  wherever  you 
end  up,  you’ll  be  the  new  guy,  and  you’ve  got  a  lot  to  learn.” 

2  A  BRIEF  HELLO 

Once  you’ve  come  to  terms  with  what’s  in  store,  you’re  ready  to 
put  together  a  packet  of  application  materials.  The  first  part  of  that 
packet  is  your  cover  letter.  Most  recruiters  say  this  document  is  your 
opportunity  to  make  a  case  as  to  why  they  should  hire  you.  According 
to  Bob  Lloyd,  executive  editor  of  the  Erie  (Penn.)  Daily  Times  and 
Morning  Ne\i's,  this  letter  is  also  the  first  part  of  your  first  impression. 

“A  cover  letter  will  never  get  you  a  job,  but  it  can  lose  you  one,” 
says  Lloyd,  who  handles  all  newsroom  recruitment  for  the  95,000- 
circulation  daily. 

“That  letter  is  your  first  opportunity  to  prove  to  me  what  kind  of 
person  you  are,  and  what  kind  of  journalist  you’ll  be.” 

Brevity  is  the  soul  of  wit,  and  recruiters  agree  that  cover  letters 
should  never  be  longer  than  one  printed  page.  Recruiters  read 
through  nearly  60  application  packets  a  day  and  with  all  their  other 
responsibilities,  they  don’t  have  time  to  read  letters  that  ramble. 
Make  your  cover  letter  short  and  sweet.  Specify  the  job  for  which 
you’re  applying  and  indicate  when  you’ll  be  available  to  start.  Tell 
a  recruiter  something  more  than  what  he  or  she  can  glean  from  your 
resume.  Remember  that  it’s  important  to  be  creative,  but  not  cutesy. 

Believe  it  or  not,  recruiters  are  more  interested  in  how  you 
write  your  cover  letter  than  what  you  say  in  it.  Proofread  the  doc¬ 
ument  to  make  sure  there  are  no  spelling  or  grammatical  mis¬ 
takes.  Double-check  every  fact.  Call  the  newspaper  to  confirm 
the  recruiter’s  title  and  how  that  person  spells  his  or  her  name 
before  you  seal  the  envelope.  Recruiters  stress  this  last  point  as 
the  most  important,  saying  that  if  they  receive  a  letter  in  which 
their  name  or  title  is  wrong,  they  automatically  disqualify  the 
person  who  wrote  it. 

“Applicants  should  have  enough  sense  to  find  out  whom  they 
should  be  writing  to,”  says  Sheila  Wolfe,  assistant  to  the  managing 
editor  at  the  Chicago  Tribune.  “If  they  can’t  find  out  the  full  name 
and  title  of  the  person  in  charge  of  hiring,  that  doesn’t  say  too  much 
about  their  skills  as  a  journalist.” 

3  TELL  IT  LIKE  IT  IS 

Your  resume  presents  the  best  opportunity  to  tell  a  recruiter  where 
you’ve  been  and  what  you’ve  done.  Like  the  cover  letter,  it  never 
should  be  more  than  one  page.  Had  any  internships?  Put  them  on 
there.  Won  any  awards?  Mention  those,  too.  Leave  off  your  GPA,  but 
include  your  contact  information,  any  degrees  you’ve  earned,  and  any 
skills  that  can  help  you  on  the  job.  The  goal  of  a  resume  is  to  say 
enough,  but  not  too  much.  Zandria  Jacobs,  coordinator  of  the 
National  Diversity  Newspaper  Job  Bank  in  Jacksonville,  Fla.,  says 
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that  if  she  receives  a  resume  that  describes  experiences  that  don’t 
relate  to  journalism,  she  won’t  even  give  it  a  second  thought. 

“Telling  me  you  directed  the  school  play  doesn’t  say  anything 
about  your  ability  to  write  a  story  or  sell  advertisements,”  says 
Jacobs,  who  doubles  as  a  part-time  recruiter  for  The  Florida  Times- 
Union  in  Jacksonville.  “1  want  to  see  the  hard  experience  you’ve 
had  and  the  skills  you’ve  got  that  might  come  in  handy.” 

Listing  skills,  however,  can  be  tricky.  Knowing  how  to  browse 
the  Internet  and  how  to  use  Microsoft  Word  are  not  unique  skills 
anymore.  If,  on  the  other  hand,  you  know  how  to  program  in  UNIX 
or  you’re  able  to  conduct  Computer  Assisted  Reporting,  those  are 
skills  you  should  list.  Know  any  foreign  languages?  If  so,  put  that 
down,  too.  Again,  however,  be  careful  of  what  you  include.  Steve 
Padilla,  managing  editor  for  the  Valley  edition  of  the  Los  Angeles 
Times,  says  that  when  he  interviews  a  candidate  who  claims  he  or 
she  can  speak  Spanish,  he’ll  conduct  part  of  the  interview  in 
Spanish  to  see  just  how  much  the  applicant  really  knows. 

“Don’t  list  something  you  can’t  speak  fluently,”  he  says.  “If  all 
you  can  do  is  order  some  enchiladas  in  a  restaurant,  don’t  tell  me 
you  know  Spanish.  Conversely,  if  you’re  fluent  in  Mandarin  or 
Vietnamese,  put  it  down  there  and  put  it  in  bold.  These  are  the  kinds 
of  language  skills  that  make  [us]  recruiters  drool.” 

4  THE  PROOF  AND  THE  POST-ITS 

Ask  any  recruiter  and  that  person  will  tell  you  that  the  most 
important  parts  of  an  application  packet  are  the  work  samples. 

“Your  [work  samples]  show  me  what  you  can  do,”  says  Randy 
Hammer,  executive  editor  of  the  Springfield  (Mo.)  News  Leader. 
“Even  in  an  interview,  I  can’t  tell  as  much  about  your  talent  as  I  can 
by  looking  at  what  you’ve  done.” 

Recruiters  agree  that  the  key  to  a  successful  portfolio  is  variety. 
If  you’  re  applying  for  a  job  as  a  copy  editor,  include  a  number  of 
headlines  and  stories  you’ve  worked  on.  If  you’re  applying  to  be  a 
page  designer,  enclose  different  types  of  layouts  you’ve  done.  If 
you’re  applying  for  a  reporting  position,  send  at  least  two  of  your 
news  clips,  two  features,  an  obituary,  and,  perhaps,  an  opinion 
piece.  No  matter  what  you  send,  make  sure  your  samples  are  legi¬ 
ble.  Blurry  clips  or  faded  layouts  can  only  make  it  tougher  for  a 
recruiter  to  see  what  you  can  do. 

Many  recruiters  also  urge  applicants  to  include  a  20-word  expla¬ 
nation  with  every  sample,  so  they  can  learn  more  about  the  process 
behind  each  piece.  If  one  of  the  articles  you  include  is  an  idea  you 
developed  on  your  own.  jot  it  down.  If  you’re  particularly  proud  of 
a  graphic  because  you  designed  it  minutes  after  a  story  broke,  let 
the  recruiter  know.  Applicants  should  hand-write  these  explanations 
on  Post-It  notes  and  affix  them  to  the  front  page  of  each  sample. 

How  many  samples  are  too  many?  Every  recruiter  seems  to  have 
a  different  opinion  on  this  one.  Hammer  says  he  prefers  no  more 
than  eight.  Wolfe,  on  the  other  hand,  the  recruiter  at  the  Chicago 
Tribune,  requires  at  least  15.  Eileen  Lehnert,  managing  editor  of  the 
Jackson  (Mich.)  Citizen  Patriot,  says  she  doesn’t  like  to  worry 
about  how  many  work  samples  an  applicant  should  send.  Quality, 
not  quantity,  is  what  matters  most  to  her. 

“Send  me  your  best  stuff,”  Lehnert  says.  “Chances  are  that  for 
most  applicants,  that  will  give  me  enough  of  an  idea  of  what  you 
can  do.  If  I  want  more,  don’t  worry  —  I’ll  ask.” 

5  PUBLIC  RELATIONS  101 

No  application  packet  is  complete  without  a  list  of  references. 
Don’t  tell  recruiters  your  references  are  available  upon  request; 
include  the  list  with  the  rest  of  your  application  packet.  The  list 
should  consist  of  a  separate  sheet  with  three  or  four  names  and 
phone  numbers.  Make  sure  these  names  are  spelled  correctly  and 


that  all  of  the  phone  numbers  still  work.  If  a  recruiter  has  to  work  to 
track  down  your  references,  he  or  she  probably  won’t  try  very  hard. 

When  it  comes  to  choosing  references,  be  sure  to  select  jseople 
with  whom  you’ve  worked  on  a  one-to-one  basis.  Professors  are  fine, 
but  previous  editors  and  direct  supervisors  are  better.  Notify  the  peo¬ 
ple  you’ve  selected,  and  make  sure  they  are  comfortable  addressing 
your  abilities  as  a  journalist.  If  they’re  not,  says  Kay  Ballmer,  recmit- 
ment  editor  for  The  Oregonian  in  Portland,  Ore.,  find  someone  else. 

“I  don’t  care  if  you  show  up  to  work  on  time  or  if  you  have  a 
good  attitude,”  she  says.  “Sure,  those  things  are  important,  but  I 
want  to  know  if  you're  a  good  journalist  and  whether  you’d  be  a 
good  journalist  for  me  to  hire.” 

6  ‘DO  YOUR  HOMEWORK’ 

If  you’re  lucky,  once  a  recruiter  has  checked  out  your  application 
packet  and  checked  in  with  your  references,  he  or  she  will  call  you 
in  for  an  interview.  Don’t  take  this  development  lightly  —  most 
recruiters  say  they  interview  no  more  than  lO  of  the  hundreds  of 
applicants  interested  in  each  job.  Think  you  can  walk  into  that  inter¬ 
view  without  any  preparation?  Think  again.  Recruiters  say  that  job 
candidates  should  research  the  paper  before  the  interview,  so  dur¬ 
ing  it  they  can  ask  intelligent  questions. 

“Do  your  homework,”  says  Tom  Rawlins,  senior  editor  at  the  St. 
Petersburg  (Fla.)  Times.  “Approach  your  job  interview  like  you’d 
approach  a  big  assignment  and  get  all  the  background  information 
you  can  find.” 

Nearly  every  newspaper  in  America  has  a  Web  site,  which  should 
make  such  research  a  cinch.  If  you’re  interested  in  finding  some 
data  on  a  paper’s  circulation  or  readership,  check  out  the  Editor  & 
Publisher  Year  Book.  Furthermore,  you  can  always  call  the  paper’s 
main  number  and  ask  to  talk  to  one  of  the  newest  hires. 

If  you’re  still  not  convinced  that  all  this  research  is  necessary, 
maybe  Patrick  Chu  can  change  your  mind.  Chu  is  the  West  Coast 
bureau  chief  for  Bloomberg,  a  news  organization  that  covers  the 
business  and  finance  industries.  He  says  that  before  he  sits  down  to 
interview  a  candidate,  he  gives  that  person  a  test  to  see  just  how 
much  research  he  or  she  has  done. 

“Too  often,  1  get  applicants  who  don’t  even  know  what  Bloomberg 
is,”  Chu  says.  “The  way  1  see  it,  you  can  never  know  too  much  about 
a  place  you’d  like  to  work.  It  can  never  hurt  to  do  a  little  exploring.” 

7  QUESTION  AUTHORITY 

Up  until  this  point,  you’ve  been  able  to  hide  behind  your  cover 
letter  or  a  phone  call.  Not  anymore.  When  it’s  time  for  a  face-to- 
face  sit-down  with  a  recruiter,  you’ve  got  to  put  on  your  sharpest 
business  attire,  print  out  two  extra  sets  of  work  samples  and  make 
sure  you  arrive  at  least  30  minutes  early.  Familiarize  yourself  with 
the  newsroom,  check  out  the  restrooms,  and  ask  someone  where  the 
recruiter  sits.  When  you  finally  meet  the  recruiter,  shake  his  or  her 
hand  with  confidence  and  always  be  courteous. 

Remember  that  an  interview  is  a  dialog,  not  a  monologue.  If  you 
feel  yourself  talking  too  much,  stop.  If  the  recruiter’s  talking  too 
much,  then  try  and  talk  some  more.  Recruiters  say  the  key  to  a  suc¬ 
cessful  interview  is  an  interviewee  who  asks  meaningful  questions, 
so  ask  away.  Don’t  inquire  about  the  paper’s  circulation  —  this  is 
something  you  should  have  found  out  on  your  own.  Do,  however, 
ask  about  the  paper’s  strategy,  or  what  the  paper  values  in  journal¬ 
ists.  Inquire  about  the  competitive  pressures  the  paper  faces  and 
about  the  two  or  three  most  important  stories  of  the  year. 

According  to  Joe  Grimm,  recruiting  and  development  editor  at 
The  Detroit  Free  Press,  the  best  questions  to  ask  are  the  ones  that 
make  recruiters  think. 

“If  a  candidate  inquires  about  something  that  really  gets  to  the 
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Investor’s  Business  Daily 

For  People  Who  Choose  To  Succeed 

12655  Bejitrice  Sti'eet  *  Los  .Violet*,  CaiiToiiiia  90066 

Investor's  Business  Daily,  America's  fastest  growing 
business  newspaper,  currently  has  several  positions 
open  in  our  Circulation  Department. 

MARKETING/CIRCULATION 
SUPERVISOR 
New  York,  NY 

Responsibilities  include  the  marketing  and  growth 
of  circulation  in  the  New  York  City  market  which 
includes  overseeing  promotions,  retail,  amenity  and 
corporate  sales.  The  ideal  candidate  should  be 
articulate,  sales  oriented  and  outgoing.  An  interest 
in  the  stock  market  a  plus.  Afour  year  college  degree 
is  required  for  the  position  as  well  as  2  years  relevant 
experience. 

CIRCULATION  SUPERVISOR 

Dallas,  TX  -  Boston,  MA  -  San  Francisco,  CA 

Responsibilities  include  regular  contact  with  current 
or  potential  subscribers,  distributors  and 
wholesalers  with  the  intent  to  increase  circulation  in 
all  areas.  The  ideal  candidate  should  be  sales 
oriented,  assertive  and  possess  excellent 
oral/written  communication  skills,  and  be  computer 
literate.  Local  travel  required  for  the  position  as  well 
as  relevant  experience.  A  four  year  college  degree 
is  required  for  the  position. 

CIRCULATION  COORDINATOR 

Chicago,  IL  -  Hackensack,  NJ 

Washington,  DC  -  Spartanburg,  SC 
Walnut  Creek,  CA 

Responsibilities  include  the  daily  maintenance  of  the 
regional  office  as  well  as  assisting  the  Regional 
Circulation  Manager.  The  ideal  candidate  should 
have  excellent  customer  service  skills.  A  four  year 
degree  is  required  for  the  position.  In  order  to  be 
considered,  candidate  must  be  organized,  able  to 
handle  multiple  tasks,  work  independently,  possess 
effective  oral/written  communication  skills,  and  be 
computer  literate.  This  entry  level  position  is  an 
excellent  opportunity  to  advance  within  the 
company. 

Interested  Applicants  should  send  resume,  cover 
letter  and  salary  history  to: 

Emily  Evans 
Circulation  Management 

Investor's  Business  Daily 

12655  Beatrice  Street 
Los  Angeles,  CA  90066 
Fax:  (310)  577-7356 


heart  of  my  paper’s  mission,  that  candidate  immediately  puts  him 
or  herself  into  the  inside  camp  of  people  who  are  concerned  about 
the  Free  Press,”  Grimm  says.  “Believe  me,  not  many  candidates 
know  how  to  do  this.  If  you  can,  you’re  already  ahead  of  the  game.” 

Whether  you’re  asking  questions  or  answering  them,  always  be 
aware  of  how  you  come  across.  Many  recruiters  lament  that  entry- 
level  job  seekers  are  either  naive  or  arrogant  and  that  few  candidates 
understand  the  distinction  between  confidence  and  egotism.  While 
you  want  to  present  yourself  as  a  go-getter,  make  sure  that  through¬ 
out  the  interview,  you  remain  modest,  upbeat,  and  personable.  Most 
importantly,  says  Padilla,  the  recruiter  for  the  Los  Angeles  Times,  you 
should  convey  an  appreciation  for  the  business  as  well  as  the  craft. 

“The  main  thing  we  look  for  in  a  reporter  is  the  love  of  being  a 
journalist,”  says  Padilla.  “If  you  don’t  think  you  can  convey  that  in 
an  interview,  maybe  you  should  reconsider  entering  this  field.  I 
don’t  want  you  to  gush  or  wave  pompoms,  but  an  underlying  love 
must  always  be  clear.” 

8  THANK  YOU,  KINDLY 

When  the  interview’s  over,  celebrate.  Treat  yourself  to  a  nice  meal 
and  a  night  on  the  town.  The  following  day,  write  a  thank-you  note 
to  send  to  the  recruiter.  Use  this  opportunity  to  remind  him  or  her 
about  your  unique  talents  and  skills.  Try  to  remember  some  of  the 
issues  he  or  she  mentioned  during  the  interview  and  reiterate  them  in 
the  note.  Be  sure  to  send  the  note  within  five  business  days  of  your 
interview  and  don’t  be  surprised  if  you  receive  a  thank-you  note  as 
well.  Many  recruiters,  such  as  Grimm,  send  these  as  reminders  for 
those  applicants  who  forget  to  send  notes  of  their  own. 

Once  you’ve  sent  a  thank-you  note,  don’t  contact  the  recruiter 
again.  Job  searches  take  time,  and  sometimes,  a  search  can  take 
longer  than  a  recruiter  originally  expected.  If  you  haven’t  heard 
from  the  recruiter  by  the  day  on  which  he  or  she  told  you  a  decision 
would  be  made,  call  him  or  her  to  find  out  what  is  going  on.  If  you 
prefer  to  communicate  via  e-mail,  send  the  recruiter  one  message 
and  don’t  send  another  until  he  or  .she  has  responded  to  the  first. 

In  trying  to  track  down  recruiters,  keep  in  mind  that  different 
papers  have  different  deadline  cycles.  Most  morning  papers  are 
busiest  around  4  p.m.;  while  at  afternoon  papers  like  the  Jackson 
(Mich.)  Citizen  Patriot,  the  rush  is  usually  in  the  morning. 
According  to  Lehnert,  who  recruits  for  the  paper  in  Jackson,  no 
paper  is  on  deadline  around  lunchtime,  so  it’s  a  good  bet  to  call  then. 

“A  smart  applicant  should  be  able  to  take  things  like  deadlines 
into  consideration,”  she  says.  “Just  because  you’ve  made  it  to  that 
point  in  the  process  doesn’t  mean  you  can’t  disqualify  yourself  by 
pestering  someone.” 

9  HIGH  HOPES 

After  all  this,  if  you  land  the  job  you  want,  congratulations.  If 
not,  don’t  sweat  it.  When  the  recruiter  calls  to  fill  you  in,  take  the 
opportunity  to  thank  that  person  for  his  or  her  time  and  ask  what 
you  can  do  to  improve  your  chances  to  land  the  next  available  posi¬ 
tion.  Kay  Ballmer,  the  recruiter  from  The  Oregonian,  says  she’s 
always  impressed  with  candidates  who  look  to  improve  their 
chances  for  next  time. 

“If  people  reapply  after  they’ve  followed  up  on  my  suggestions,  I 
take  that  to  mean  they  really  want  to  work  here,”  says  Ballmer.  “That’s 
exactly  the  kind  of  dedication  and  persistence  I’m  looking  for.” 

As  Ballmer  suggests,  the  old  saying  still  rings  true  —  if  at  first  you 
don’t  succeed,  try,  try  again.  Maintain  correspondence  with  every 
recmiter  you  meet.  Scour  the  classified  advertisements.  Network,  net¬ 
work,  network.  Most  importantly,  don’t  give  up.  The  journalism  market 
is  so  hot  right  now,  if  you  don’t  land  the  job  of  your  dreams  right  away, 
you’ll  be  working  somewhere  else  in  no  time.  H 
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THIS  YEAR’S  MARKET  IS 

JUMPING 


Recruiters  say 
the  journalism 
business  is 
thriving  like 
never  before! 
by  Matt  Villano 


Good  news,  job  seekers  —  experts  and  recruiters 
alike  say  that  you  picked  a  great  time  to  look  for 
your  first  Jobs  in  journalism.  From  papers  in 
Portland,  Maine,  to  papers  in  Portland,  Ore., 
recruiters  report  that  the  market  is  overflowing 
with  entry-level  jobs  of  all  kinds:  reporter,  editor. 
Webmaster,  designer.  Name  a  job,  and  you’re  bound  to  find  an  open¬ 
ing  somewhere  in  the  industry.  Provided  you’re  willing  to  relocate, 
recruiters  say  that  with  a  little  patience,  you’ll  have  no  trouble  find¬ 
ing  a  job  that’s  right  for  you. 

“In  terms  of  hiring,  the  journalism  business  is  thriving  like  never 
before,”  says  Cedric  Bryant,  coordinator  of  recruiting  and  place¬ 
ment  for  Gannett’s  Newspaper  Division.  “We  have  more  openings 
and  fewer  applicants  for  those  openings,  not  to  mention  that  we’re 
seeing  jobs  stay  open  longer  than  they  used  to.  It’s  really  uncanny.” 

Recent  studies  prove  the  market  is  indeed  thriving.  Every  year, 
professors  at  the  Henry  W.  Grady  College 
of  Journalism  &  Mass  Communication  a*  ^  ^ 
the  University  of  Georgia  conduct  a  sur-  •  •  We  have 
vey  in  which  they  track  where  recent  j- 
school  graduates  find  work.  Results  from 
the  1997  effort  indicate  that  the  full-time 
employment  rate  for  graduates  of  that  year 
is  71.8%,  up  from  68.4%  for  1996  grads. 

Experts  familiar  with  the  study  say  they 
expect  the  employment  rate  for  this  year’s 
graduates  to  be  the  highest  ever. 

That’s  great  news  for  people  like  you. 

But  with  more  students  attending  journal¬ 
ism  school  than  ever  before,  how  can  the 
market  be  so  hot?  Recruiters  and  acade¬ 
mics  attribute  the  atmosphere  to  two  major 
factors:  newfound  competition  from  other 
publications  and  consistent  competition 
from  within.  With  hundreds  of  new  maga¬ 
zines  and  media  outlets  signing  up 
reporters  right  out  of  college,  newspapers 
are  vying  with  new  entities  for  entry-level  talent.  Instead  of  graduates 
choosing  between  dailies  or  weeklies,  now  they  can  choose  among 
newspapers,  trade  publications,  and  hundreds  of  Web  sites. 

While  almost  every  recent  j-school  graduate  seems  to  want  a  writ¬ 
ing  job,  none  of  them  seems  to  want  to  become  a  copy  editor  or  a  page 
designer.  Experts  say  the  shortage  of  people  to  fill  these  jobs  dates  back 
to  the  early  part  of  this  decade,  when  the  market  was  poor  and  job 
applicants  who’d  normally  fill  these  spots  never  did.  The  results  have 
been  bad  for  the  business,  but  good  for  entry-level  applicants  interest¬ 
ed  in  copy  editing  or  design  who  can  land  their  first  journalism  gigs  at 
national  papers  such  as  The  Wall  Street  Journal  or  USA  TODAY. 

According  to  John  Kupetz,  director  of  the  placement  office  at 
Northwestern  University’s  Medill  School  of  Journalism,  if  you’re 
interested  in  editing  or  design,  you  can  pretty  much  write  your  own 
ticket.  If  you’re  not  interested  in  those  fields,  Kupietz  adds,  perhaps 
it’s  time  to  start  giving  them  some  thought. 


“Papers  can’t  find  enough  people  to  do  these  jobs,”  he  says. 
“Interested  in  editing  sports  copy?  Well  where  do  you  want  to  go  to  do 
it?  If  you  want  page  design,  go  ahead  and  pick  your  paper.  You  can  find 
a  great  job  in  any  of  these  areas  and  find  it  pretty  fast.  If  you’re  really 
anxious  to  get  into  the  industry,  these  jobs  are  a  great  way  to  do  it.” 

As  Kupetz  implies,  some  jobs  are  “hotter”  than  others.  Experts 
estimate  that  for  every  available  reporting  job  there  are  four  posi¬ 
tions  in  editing  and  design.  Finding  entry-level  reporting  jobs  and 
jobs  in  online  journalism  might  require  some  legwork. 

At  mid-sized  papers  like  the  Omaha  (Neb.)  World-Herald,  for 
instance,  managing  editor  Deanna  Sands  says  that  she  might  have 
six  reporting  spots  open  at  any  given  time.  Ed  Williams,  city  editor 
for  the  News  &  Record  in  Greensboro,  N.C.,  agrees,  saying  that  as 
larger  papers  hire  away  his  veterans,  he  replaces  them  with 
younger,  less-experienced  applicants. 

“We’re  competing  with  papers  in  Charlotte  and  Atlanta  for  good  peo¬ 
ple,”  Williams  says.  “When  they  hire  away 
our  stalwarts,  we’ve  got  no  choice  but  to  start 
over.  That  situation  is  a  great  opportunity  for 
someone  right  out  of  school  to  come  in  here 
and  really  get  [his  or  her]  feet  wet.” 

When  you’re  looking  for  your  first  job, 
opportunity  is  important,  but  good  pay  is 
essential.  According  to  the  University  of 
Georgia  survey,  the  median  salary  for  1997 
graduates  was  about  $23,(XX)  —  consider¬ 
ably  higher  than  it’s  been  in  the  34-year  his¬ 
tory  of  the  survey.  Graduates  who  took  jobs 
at  magazines,  newsletters,  trade  publica¬ 
tions,  or  in  online  journalism  received  the 
best  salaries,  and  salaries  in  Web  publishing 
were  almost  $4,(X)0  higher  than  the  median 
salary  of  graduates  overall. 

Recruiters  say  that  while  applicants  can 
make  more  money  in  Web  jobs,  they 
should  look  carefully  at  what  their  respon¬ 
sibilities  in  these  jobs  would  be. 
According  to  Joe  Grimm,  recruiting  and  development  editor  for 
The  Detroit  Free  Press,  many  of  these  jobs  are  more  about  pro¬ 
cessing  pre-existing  information  than  they  are  about  creating  con¬ 
tent  of  your  own.  What’s  more,  says  Grimm,  these  jobs  are  not  as 
easy  to  land  as  they  were  two  or  three  years  ago. 

“Back  in  1997,  if  you  knew  HTML,  you  could  go  anywhere,” 
Grimm  says.  “Today,  even  I  know  that  stuff.  A  little  bit  of  online 
skills  used  to  take  you  a  long  way.  Now,  new  media  editors  are 
looking  for  some  higher-end  skills.” 

Wherever  you  end  up,  however,  rest  assured  that  you’re  entering 
the  market  at  a  great  time.  If  you  don’t  like  the  first  job  you  land, 
go  out  there  and  get  another  one.  As  Kupetz  puts  it,  the  journalism 
industry  might  be  enjoying  this  boom  for  a  while. 

“The  industry  has  been  in  great  shape  for  the  last  two  or  three 
years,”  he  says.  “I  keep  thinking  that  this  ball  has  to  roll  off  the  table  at 
some  point,  but  it  doesn’t  seem  like  there’s  any  end  in  sight.” 


more  openings 
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not  to  mention  that 
we’re  seeing  jobs  stay 
open  longer  than 
they  used  to. 

It’s  really  uncanny. 
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IT’S  THE  NATURE  OF  THE 

BUSINESS 


Looking  for  a  job 
in  advertising, 
circulation,  and 
marketing?  Get 
ready  to  write 
your  ticket 
by  Matt  Villano 


While  newsroom  recruiters  rave  about  a 
booming  market,  those  who  recruit  for  the 
advertising,  circulation,  marketing,  and 
production  departments  at  many  newspa¬ 
pers  across  the  country'  tell  a  different 
story.  Sure,  there  are  entry-level  jobs  in 
these  other  areas,  but  at  many  places,  there’s  nobody  to  fill  them. 

Recruiters  at  these  publications  describe  their  situations  as  dire. 
They  cite  a  turnover  rate  as  high  as  20%  in  advertising  departments 
everywhere.  They  say  that  papers  are  constantly  trying  to  find  distrib¬ 
ution  and  circulation  managers  willing  to  work  the  night  shifts.  As  far 
as  delivery  is  concerned,  they  complain  that  even  the  largest  papers 
have  trouble  holding  on  to  reliable  carriers. 

“Mostly,  the.se  [business  side]  departments  are  Just  looking  for 
warm  bodies,”  says  Zandria  Jacobs,  coordinator  of  the  National 
Diversity  Newspaper  Job  Bank  in 
Jacksonville.  Fla.  “People  don’t  think  of 
newspapers  as  a  business,  so  when  people 
look  for  business  side  Jobs,  they  don’t  look 
to  newspapers.  When  people  aren’t  looking 
and  papers  have  all  these  openings,  it’s 
tough  to  fill  them.” 

To  make  matters  worse,  few  of  the 
entry-level  candidates  applying  for  these 
Jobs  hold  degrees  in  Journalism.  Most  of 
these  applicants  majored  in  business,  mar¬ 
keting,  advertising,  communications,  or 
public  relations.  For  whatever  reason, 

Jacobs  adds,  these  applicants  think  their 
degrees  are  no  good  for  business  side  Jobs 
in  Journalism 

Don’t  believe  it?  Just  ask  Rachel  Carter, 
human  resources  manager  at  The  Abilene 
(Texas)  Reporter-News.  Carter  says  that 
for  years,  she  limited  her  searches  to  can¬ 
didates  with  degrees  in  Journalism  or  com¬ 
munications.  Now,  she  adds,  because  of  the  dwindling  number  of 
applicants  she  receives,  she’ll  hire  Just  about  anybody. 

“As  long  as  you’ve  got  a  degree  and  you  can  prove  that  you’re 
competent,  we’ll  take  you,”  she  says.  “That’s  how  desperate  we’ve 
become.” 

Human  resources  managers  from  papers  in  almost  every  state 
attribute  this  lack  of  interest  in  newspapers  to  a  number  of  factors. 
They  say  that  perhaps  the  biggest  challenge  is  luring  entry-level 
applicants  away  from  similar  Jobs  in  other  industries.  Many  gradu¬ 
ates  with  degrees  in  advertising  or  economics  prefer  to  work  for  firms 
in  their  fields  of  expertise,  not  for  newspapers,  and  business  side  Jobs 
in  most  industries  pay  more  than  they  do  in  Journalism.  According  to 
Dennis  Sheely,  advertising  director  for  the  Erie  (Pa.)  Daily  Times  and 
Morning  News,  when  one  takes  into  consideration  the  money  he  or 
she  could  be  making  outside  of  the  Journalism  industry,  it’s  no  sur¬ 
prise  that  entry-level  people  aren’t  interested  in  Joining  the  ranks. 
“When  people  get  out  of  college,  they  need  to  put  bread  on 


the  table,”  Sheely  says.  “They’re  going  to  take  the  Job  that  best 
enables  them  to  do  that.” 

Cedric  Bryant,  coordinator  of  recruiting  and  placement  for 
Gannett’s  new.spaper  division,  adds  that  many  people  without  Jour¬ 
nalism  degrees  have  never  considered  applying  their  expertise  to 
the  Journalism  industry.  This,  he  says,  makes  the  Job  of  hiring 
entry-level  candidates  for  business  side  Jobs  even  tougher.  As 
Bryant  puts  it,  newspaper  recruiters  can’t  recruit  people  who  aren’t 
open-minded  about  going  into  the  Journalism  business. 

“There’s  more  that  you  can  do  with  a  business-oriented  degree 
than  work  at  a  newspaper,”  he  says.  “Most  students  who  major  in 
Journalism  or  communications  are  familiar  with  newspapers  as  a 
career  choice,  but  students  who  major  in  computer  science  or  mar¬ 
keting  or  accounting  have  never  even  thought  about  working  in  this 
business.  As  long  as  they  can  make  big  bucks  somewhere  else,  they 
probably  never  will.” 

With  all  of  the.se  challenges  in  hiring 
entry-level  business  side  help,  many 
recruiters  admit  that  they’re  still  searching 
for  answers.  Keith  Laird  has  it  all  figured 
out.  Laird  is  the  director  of  human  services 
for  the  St.  Petersburg  (Fla.)  Times,  and  he 
says  that  in  order  to  lure  talented  applicants 
to  the  business  side,  managers  have  to  be 
more  strategic  in  their  recruitment  efforts. 

First,  Laird  says,  when  recruiting  col¬ 
lege-level  graduates,  recruiters  must  look 
for  hands-on  opportunities  such  as  Job 
fairs.  In  one-to-one  settings,  recruiters  will 
have  more  luck  describing  the  positions 
they’re  trying  to  fill  and  the  characteristics 
and  qualities  that  make  the  paper  worth 
working  for.  Secondly,  Laird  suggests  that 
recruiters  focus  their  efforts  within  a  30- 
mile  radius  of  their  paper.  Name  recogni¬ 
tion  will  inspire  people  to  sign  up.  and 
none  of  the  applicants  will  be  deterred  by  a  long  commute. 

“Many  business  side  Jobs  are  the  kinds  of  Jobs  you  can  get  any¬ 
where,”  he  says.  “You  don’t  go  out  and  recruit  statewide  or  nation¬ 
ally  for  an  1 8-hour  page  inserter.” 

If  Laird’s  suggestions  don’t  grab  you,  maybe  Sherwin  Pulmano’s 
will.  Pulmano,  the  employment  manager  at  The  Florida  Times-Union  in 
Jacksonville,  says  he  has  eradicated  all  of  his  recmitment  problems  with 
a  simple  training  program  for  under-qualified  and  underage  applicants. 

In  conjunction  with  its  newsroom  internship  program,  the  Times- 
Union  also  offers  a  number  of  internships  for  college  students  inter¬ 
ested  in  working  for  a  newspaper’s  business  side  departments. 
Through  these  programs,  Pulmano  adds,  he  has  been  able  to  hire  a 
number  of  students  right  out  of  school. 

“As  long  as  they  have  the  right  skills  coming  in,  we  can  teach 
these  kids  the  kinds  of  things  they  need  to  know,”  he  says.  “If  you 
can  bring  in  someone  and  groom  and  mentor  that  person,  that’s 
great  for  raising  your  own.”  HI 


44  People  don’t  think  of 
newspapers  as  a  business, 
so  when  people  look  for 
business  side  jobs,  they  don’t 
look  to  papers.  When  people 
aren’t  looking  and  papers 
have  all  these  openings, 
it’s  tough  to  fill  them. 

Zandria  Jacobs, 

National  Diversity  Newspaper  Job  Bank 
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Experts  nationwide 
consider  internships 
a  vitai  part  of  the 
education  and 
interviewing  process 

by  Matt  Villano 


Think  you  can  land  an  entry- 
level  job  in  Journalism  right 
out  of  college?  Unless 
you’ve  got  some  internship 
experience  under  your  belt, 
most  experts  say  you  should 
probably  think  again. 

Internships  are  to  Journalism  what  the 
minor  leagues  are  to  professional  baseball; 
they  are  the  periods  during  which  young 
Journalists  get  their  first  hands-on  practice 
at  the  craft.  Most  papers  and  news  organi¬ 
zations  offer  internships  these  days,  and 
most  papers  require  their  entry-level  appli¬ 
cants  to  have  some  internship  experience 
under  their  belts. 

Many  experts  consider  internships  a  vital 
part  of  the  Journalism  education  process.  A 
degree  in  Journalism  is  important,  they  say, 
but  it  is  no  longer  enough  on  its  own. 
Whether  you  intern  for  a  small  weekly  or  a 
major  metropolitan  daily,  recruiters  say  they 
require  internship  experience  because  it’s 
real.  Bob  Lloyd  is  no  exception.  Lloyd, 
executive  editor  of  the  Erie  (Penn.)  Daily 
Times  and  Morning  News,  says  that  the  edu¬ 
cation  applicants  get  in  J-school  is  worth¬ 
while,  but  nothing  beats  the  experiences  they 
receive  as  an  intern. 

“What  people  learn  on  an  internship  is 
something  they  can’t  learn  in  school,”  he 
says.  “In  an  internship,  you’re  learning  Jour¬ 
nalism  24  hours  a  day.  You  get  into  the  Zen 
of  what  newspapers  are  all  about.  You  learn 
news  Judgment  by  having  stories  edited. 
Classroom  learning  is  good,  but  you  can’t 
get  any  of  that  from  a  classroom.” 

Academics  agree.  John  Kupetz,  who  runs 
the  placement  office  at  Northwestern 
University’s  Medill  School  of  Journalism, 
says  that  when  recruiters  evaluate  an  entry- 
level  applicant  for  a  position,  they  don’t 
even  consider  that  applicant’s  experiences 
outside  of  the  industry. 

“Editors  don’t  give  a  crap  about  your 
GPA,”  says  Kupetz,  who  in  10  years  at 
Medill  has  helped  more  than  1 ,000  students 
find  Jobs  in  the  industry.  “They  care  about 
what  you’ve  done,  where  you’ve  done  it  and 
who  will  say  good  things  about  you.  You 


Work  &  Live 

In  the  Heart  of  the 
Heartland! 

Join  one  of  the  country's  most  pro¬ 
gressive  medio  companies.  Enjoy  on 
environment  that  is  as  stimulating  and 
challenging  as  it  is  rewarding. 

The  Gazette  family  of  Companies  is  a 
independently  owned  multi-media  group 
headquartered  in  Cedar  Rapids.  Iowa.  We 
have  excellent  opportunities  for  talented,  energetic 
individuals  in  the  newspaper  and  magazine  business,  television  and 
radio,  interactive  media,  internet,  shopper  publications,  direct  and  data¬ 
base  marketing,  and  commercial  printing,  as  well  as  software  develop¬ 
ment.  And  our  ESOP  gives  us  a  direct  role  in  the  future  of  our  company. 

find  out  why  people  are  returning  to  the  Midwest  to  fulfill  their  career, 
personal  and  family  goals.  There  are  safe  streets,  outstanding  educa¬ 
tional  systems,  affordable  cost  of  living  and  diverse  cultural  offerings. 

Isn't  It  time  you  enjoy  your  work  as  much  as  where  you  live?  We  think  so. 
And  this  is  the  place  and  the  company  that  can  make  your  dreams  a 
reality. 


THE  GAZETTE 
fAMILY  OF  COMPANIES 


The  Gazette  •  Color  Web  Printers  •  KCRG-TV9  •  KCRG  Radio 
Iowa  farmer  Today  •  CITYLINE  •  The  Iowan  •  Iowa  Commerce 
Community  News  Advertiser  •  Penny  Saver  •  Decisionmark 
Gazette  Direct  Marketing  Services  Gazette  Technologies  •  fYlowa.com 

THE  GAZETTE  COMPANY 

http://www.  fyiowa.  com 

500  Third  Ave  SE,  Cedar  kapids.  lA  52401 

319.398.8211 

EOE 


www.mediainfo.com 


NEWSPAPERS  TAKE  YOU  PLACES  /  MAY  1.  1999 


C11 


r 


SEE  AMERICA... 

One  hometown  at  a  time. 

When  it  comes  to  careers  in  community  newspapers,  no  employer 
offers  greater  opportunities  than  cnhi.  With  dailies  and  weeklies 
serving  more  than  200  cities,  cnhi  is  the  largest  owner  of  hometown 
newspapers  in  America.  Our  emphasis  on  excellence  in  local  news 
and  our  presence  in  23  states  give  cnhi  employees  the  chance  to 
relocate  within  the  company  as  they  grow  in  their  careers.  Whether 
you're  interested  in  advertising,  editorial,  production,  circulation, 
web  site  publishing  or  another  newspaper  position,  give  cnhi  a  look. 
We  offer  competitive  salaries  and  benefits.  Resumes  (including  job 
interest,  geographic  preference  and  salary  requirements)  can  be 
directed  to; 


come  back  after  an  internship  and  you  come  back  with  clips,  and 
you’ve  proved  you  can  make  the  journey.  That  says  more  than 
any  transcript  ever  can.” 

Just  how  many  papers  require  applicants  to  come  in  with 

44  Editors  don’t  give  a  crap  about  your 
GPA.  They  care  about  what  you’ve  done, 
where  you’ve  done  it  and  who  will  say 
good  things  about  you.  You  come  back 


community  newspaper  holdings,  inc 
Human  Resources  Department 
3800  Colonnade  Parkway,  Suite  450 
Birmingham,  AL  35243 
Fax:(205)298-7102  jobs@cnhi.com 

Equal  Opportunity  Employer 


The  Sun  Publications  division  of  Copiey  Newspapers 

has  frequent  openings  at  its  suburban  Chicago  locations.  As 
our  award-winning,  exciting  community  publication  group 
expands,  we  need  innovative  and  creative  journalists  to  be 
part  of  the  team.  Positions  include: 

•REPORTERS:  We  are  seeking  aggressive,  idea  generating 
individuals  with  the  ability  to  develop  both  feature  and  issue- 
based  news  stories. 

•COPY  EDITORS:  Candidates  should  have  demonstrated 
skill  in  copy  editing  and  headline  writing,  be  proficient  in  AP 
style,  grammar,  punctuation  and  word  usage. 

•DESIGNERS:  Candidates  should  have  a  high  level  of  design 
and  technical  ability  along  with  the  willingness  to  learn. 

In  return,  we  offer  a  competitive  salary  and  benefits  package 
including  medical,  dental,  401  (k)  and  more.  Interested 
candidates  should  submit  resume  and  work  samples  to: 


Sun  Publications 

HR  Department/Editorial 
1500  W.  Ogden  Avenue 
Naperville,  IL  60540 

EOE 


Publications 


NEXT  ISSUE 
NOVEMBER  I 

For  your  FREE  copy,  | 

please  call  Michele  Appello  at  | 
(212)  675-4380  ext.  173  or  I 
michelea@mediainfo.com  | 

Advertisers,  for  space/material 
deadlines  call  Hazel  Preuss  at 
(212)  675-4380  ext.  171 
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after  an  internship  and  you  come  back 
with  clips  and  you’ve  proved  you  can 
make  the  journey.  That  says  more  than 
any  transcript  ever  can. 

John  Kupetz, 

Northwestern  University’s  Medill  School  of  Journalism 


internship  experience?  Ask  Kay  Ballmer,  recruitment  editor  at 
The  Oregonian  in  Portland.  Ore.,  and  she’ll  tell  you  they  all  do. 
Ballmer  says  she  took  a  recent  survey  of  newspapers  through¬ 
out  the  west  and  asked  recruiters  like  herself  whether  or  not 
they  required  entry-level  applicants  to  come  in  with  intern¬ 
ships.  Of  the  20  papers  she  says  she  called,  all  of  them  wanted 
applicants  with  intern  experience. 

“None  of  the  papers  1  know  will  accept  an  applicant  who  has¬ 
n’t  had  at  least  one  internship,”  .she  says.  “Even  though  the  typ¬ 
ical  internship  is  only  three  months,  you  get  a  wide  variety  of 
experiences  in  that  time.  No  amount  of  studying  can  replace  that 
experience  in  the  business.  It’s  Just  something  you  have  to  go  out 
and  get,  and  an  internship  is  a  great  way  to  get  it.” 

But  experts  like  Ballmer  say  that  internships  are  good  for 
much  more  than  the  experience  they  provide.  Deanna  Sands, 
managing  editor  at  the  Omaha  (Neb.)  World-Herald,  says  that 
the  desire  to  be  an  intern  shows  skill,  dedication,  and  commit¬ 
ment.  Sands  adds  that  internships  are  also  great  for  building  con¬ 
fidence,  saying  they  enable  applicants  to  decide  “if  journalism  is 
really  right  for  them.” 

This  is  a  point  with  which  Steve  Padilla  concurs.  Padilla, 
managing  editor  for  the  Valley  Edition  of  the  Los  Angeles  Times, 
says  that  journalism  isn’t  for  everybody.  Sometimes,  after  three 
months  as  an  intern,  some  people  decide  they’d  rather  try  anoth¬ 
er  field.  Having  an  internship,  Padilla  says,  is  the  best  way  to 
find  out  if  the  profession  really  is  for  you. 

“There’s  a  certain  kind  of  metabolism  you  have  to  have  to  like 
daily  journalism,”  he  adds.  “An  internship  is  like  having  an  out- 
of-town  tryout  before  you  go  on  Broadway.” 

If  anybody  knows  about  internships,  it’s  Padilla.  His  newspa¬ 
per  sponsors  one  of  the  most  unique  programs  in  the  country. 
The  program,  dubbed  METPRO,  is  a  two-year  internship  geared 
specifically  toward  ten  minority  candidates  every  year.  MET¬ 
PRO  interns  spend  their  first  year  working  for  the  Los  Angeles 
Times,  then  spend  their  second  year  at  another  newspaper  in  the 
Times  Mirror  chain.  Padilla  says  the  goal  of  the  program  is  to 
find  these  candidates  jobs  in  the  Times  Mirror  organization. 

Intern  programs  like  METPRO  are  perfect  for  candidates  with 
prior  writing  experience.  Similar  programs  —  both  for  minority 
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and  non-minority  candidates  —  can  be  found  at  papers  across 
the  country. 

But  what  about  the  applicants  without  writing  experience? 
What  about  those  who  have  only  recently  decided  they  want  to 
enter  the  field  of  journalism? 

What  about  the  people  who  say  they  couldn’t  afford  to  work 
for  free  during  college?  What  do  these  candidates  do?  Don 
Rodriguez,  development  and  recruitment  editor  at  The 
Arizona  Republic  in  Phoenix  says  that  if  you  don’t  think  you 
have  enough  internship  experience  to  land  a  job  in  journalism, 
you  should  look  to  other  industries  for  opportunities  to  write. 

Newsletters,  public  relations  firms,  and  even  some  Web  sites 
—  all  of  these  provide  ample  opportunities  for  honing  your  writ¬ 
ing  skills.  That,  Rodriguez  says,  is  the  ultimate  goal. 

“These  avenues  aren’t  a  quick  step  into  our  organization,  but 
they  could  be  a  step  into  another  organization  that  eventually 
leads  to  ours,”  Rodriguez  says.  “That’s  exactly  the  game  you 
have  to  learn  how  to  play.” 

Another  alternative  for  late-bloomers  are  post-graduate 
internships.  Tom  Rawlins,  senior  editor  at  the  St.  Petersburg 
(Fla.)  Times,  says  that  applicants  who  take  their  first  internships 
after  college  demonstrate  the  kind  of  dedication  that  recruiters 
appreciate.  Furthermore,  Rawlins  adds,  post-graduate  intern¬ 
ships  usually  pay  as  well  if  not  better  than  comparable  entry- 
level  positions. 


44  My  internship  experiences  were 
extremely  Important  to  me  in  building 
my  career.  If  I  could  go  back  and  teach 
journalism,  I’d  be  telling  ail  my  kids  to 
get  Internships  right  away. 

Sara  Bennett, 

Springfield  (Mo.)  News-Leader 


This  East  Texas  daily  located  less  than  2  hours 
from  Houston  is  an  excellent  place  for  you 
to  showcase  your  journalism  skills.  We  re  a 
Pulitzer  Prize-winning  newspaper  that  reaches 
40.000  readers.  Call  today  if  you  would  like  to 
be  a  part  of  the  COX  Newspapers'  team. 

The  Luf™  DmiyNews 

P.O.  Box  1089  •  Lufkin,  Texas  75902-1089 
(409)  631-261 1  •  FAX:  (409)  632-6655 
E-Moil:  emurray®coxnews.cam 


SPECIAL  NEWSPAPERS 
SPECIAL  PLACES 


Western  Communications  is  looking  for  top  graduates  and  up-and- 
coming  professionals  who  would  like  to  build  their  careers  at  some  of 
the  Northwest's  most  respected  community  newspapers.  We  are  a 
family-owned,  rapidly  growing  newspaprer  group  with  nine  weekly  and 
daily  newspapers  in  Oregon  and  Northern  California.  We  offer 
competitive  pay  and  benefits,  ampie  chances  for  advancement,  and  a 
chance  to  live  in  some  of  the  regions  most  desirable  places.  Pre¬ 
employment  drug  screening  required. 

Opportunities  include: 

Summer  internships  (paid):  Preference  given  to  juniors,  seniors  and  grad 
students  with  schooi  newspaper  and/or  professional  iniemship  experi¬ 
ence.  General  assignment  and  specialty  reporting,  photography  and 
copyediting  positions  available. 

Entry-level  positions;  Looking  for  smart,  energetic  graduates  ready  to 
work  as  reporters,  photographers  and  copy  editors  for  dailies  or  weeklies. 
School  newspaper  experience  and/or  professional  internships  required. 

Early  career  professionals:  Seeking  proven,  committed  journalists 
with  2  years-^  experience  for  reporting  and  editing  positions. 

Send  letter  of  introduction,  resume  and  work  samples  to:  John 
Henrikson,  associate  editor,  Western  Communications,  1526  NW  Hill 
Street,  Bend,  OR  97702. 


“Post-graduate  internships  make  a  big  difference,”  he  says. 
“The  fact  that  you’ll  get  six  months  experience  after  school  is 
better  than  having  no  experience.  In  the  long  run,  experience  is 
all  that  matters.” 

According  to  Sara  Bennett,  Rawlins  could  not  be  more  cor¬ 
rect.  Bennett,  27,  is  now  a  staff  writer  for  the  Springfield  (Mo.) 
News-Leader,  but  back  when  she  was  a  student  at  the  University 
of  Kansas,  she  did  a  three-month  internship  at  The  Kansas  City 
(Mo.)  Star.  In  retrospect,  Bennett  says  her  experience  at  the  Star 
enabled  her  to  land  her  first  job  in  the  business,  as  a  reporter  at 
the  North  Hills  News  Record  in  Pittsburgh. 

“My  internship  experiences  were  extremely  important  to  me 
in  building  my  career  in  this  industry,”  she  says.  “If  I  could  go 
back  and  teach  journalism.  I’d  be  telling  all  my  kids  to  get 
internships  right  away.” 

For  entry-level  job  applicants,  Bennett  says  she  has  a  bit  of 
advice.  If  you’ve  had  internships  already,  be  sure  to  market  them 
effectively  on  your  resume.  If  you  haven’t  experienced  life  as  an 
intern,  get  out  there  and  do  it. 

“This  is  the  kind  of  career  you  only  learn  by  doing,”  Bennett 
says.  “From  what  I’ve  learned  in  five  years  [in  this  business]. 
I’m  not  sure  you  can  even  get  interviewed  for  a  job  without 
[internships].” 


E!  ONLINE  (eonline.com),  the  premier  entertainment 
destination  on  the  World  Wide  Web  is  seeking  a  News  Writer 
for  its  New  York  Office. 


The  News  Writer  will  file  breaking  entertainment  news  stories, 
cover  industry  events  and  generate  story  ideas.  The  qualified 
candidate  will  have  one  to  three  years  of  writing  experience, 
preferably  deadline  news  writing  and/or  entertainment 
reporting.  Working  knowledge  of  Macintosh  platform, 
Netscape  Navigator  and  MS  Word  desired.  Excellent  benefits 
and  401  (k)  package. 

Please  submit  resumb  and  salary  history  to: 

E!  Entertainment  Television 

Attn:  EOL  News  Writer  E&P 

5670  Wilshire  Blvd. 

Los  Angeles,  CA  90036 

e-mail:  hreeentartainment.com 

NO  PHONE  CALLS  PLEASE 
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HELP  WANTED 


ART /GRAPHICS 

GRAPHIC  ARTIST 

The  Fayetteville  Observer-Times, 
a  75,000  morning  daily  in  North 
Carolina,  needs  a  graphic  artist 
with  2  years  experience.  Would 
consider  talented  newcomers. 
Must  know  QuarkXPress, 
Photoshop  and  Freehand.  Illus¬ 
tration  skills  a  plus.  Send  resume 
and  tearsheets  to:  Suzanne 
Schubert,  The  Fayetteville 
Observer-Times,  P.O.  Box  849, 
Fayetteville,  NC  28302. 

EDITORIAL 

A  START  UP  Central  New  York 
weekly  newspaper  is  looking  for 
reporters.  Some  experience 
helpful  but  not  required.  Please 
respond  by  E-mail  to: 

Romeobserv@aol.com 

ASSOCIATE  PRODUCER 
Ignite  Sports  Media 
Ignite  Sports  Media  is  looking  for 
Associate  Producer  candidates. 
Associate  Producers  will  edit  wire 
copy,  create  and  maintain  pages 
on  the  web,  crop  photos  and  write 
headlines.  Night  and  weekend 
hours  can  be  expected.  Inte¬ 
rested?  E-mail  your  r6sum6  to 
Greg  Shea  at : 

gregshea@ignitemedia.com 
Or  fax  (847)869-3673. 

REPORTER 

The  Free  Press,  top  award  winner 
in  its  class,  seeks  general 
assignment  reporter.  Send 
r6sum6,  5  clips,  references  to 
Richard  Wagner,  editor. 
The  Free  Press,  2103  N.  Queen 
Street,  Kinston,  NC  28501 . 


EDITORIAL 


COPY  EDITOR  -  Mid-Michigan 
daily  seeks  an  energetic  addition 
to  its  six-member  copy/design 
desk.  Knowledge  of  QuarkXPress 
a  must.  Qualified  candidate  must 
have  a  college  degree  and 
some  newsroom  experience. 
Competitive  salary  and  benefits. 
Equal  Opportunity  Employer. 
Send  a  r6sum6  with  names  and 
phone  numbers  of  three 
references,  and  samples  of  your 
best  copy-desk  work,  to  Tom 
Limmer,  news  editor,  Jackson 
Citizen  Patriot,  214  S.  Jackson 
Street,  Jackson,  Ml  49201-2282. 

No  phone  calls,  please 


COPY  EDITOR  -  Immediate  copy 
editor  opening  in  the  furniture 
capital  of  the  world  for  candidates 
who  prefer  to  work  at  their  own 
pace.  A  flair  for  design  and 
creativity  a  plus.  Duties 
include  writing  catchy  headlines, 
editing  wire  copy  and  using  a  keen 
eye  for  detail.  Pagination  and  daily 
desk  skills  are  preferred,  but  will 
consider  exceptional  recent  or 
spring  graduates.  Send  r6sum6  to 
Ken  Irons,  managing  editor.  High 
Point  Enterprise,  P.O.  Box  1009, 
High  Point,  NC  27261 . 


REPORTER  POSITION  OPEN 
immediately  at  Texas  Gulf  Coast 
semi-weekly  in  Houston  area. 
Prefer  Journalism  degree, 
Macintosh  experience  (QuarkX¬ 
Press,  Photoshop).  Mail  letter  of 
application,  clips,  r6sum6, 
references  to:  El  Campo  Leader- 
News,  P.O.  Box  1180,  El  Campo, 
TX  77437,  fax  to  (409)  543-0097. 
Call  Chris  at  (409)  543-3363  for 
more  information. 


EDITORIAL 


REPORTER  -  Aggressive,  intel¬ 
ligent  reporter,  1-3  years 
experience  needed  for  THE 
MASSACHUSETTS  NEWS,  a 
politically  conservative  online  daily 
and  soon,  printed  monthly 
newspaper.  Fax  (781)  239-1193 
Attention:  Michael. 


REPORTER  NEEDED  for  two 
weeklies  in  the  Colorado 
mountains.  Will  consider  recent 
graduates.  QuarkXPress  skills  a 
plus.  Send  r^sum^,  clips  to  Jim 
Lovely,  editor,  Ute  Pass  Courier, 
P.O.  Box  340,  Woodland  Park,  CO 
80866. 

EOE 

THE  BAKERSFIELD 
CALIFORNIAN 

an  award-winning  94,000/76,000 
family-owned  daily  in  central 
California,  has  an  immediate 
opening  for  a  copy  editor  for  desk 
using  fully  paginated  Quark- 
XPress/QPS  system.  Experience 
as  reporter  and/or  editor  preferred, 
but  will  consider  entry-level 
applicant  with  sharp  spelling, 
punctuation  and  grammar  skills. 
Our  paper,  judged  the  state's  best 
for  its  size  last  year  by  CNPA, 
serves  a  metro  area  of  350,000. 
We  value  initiative,  creativity, 
energy  and  innovation.  Visit  our 
website  www.bakersfield.com  for 
a  closer  look. 

If  interested,  send  cover  letter, 
r6sum6  and  work  samples  to: 
Linda  Wienandt,  managing  editor 
do  Human  Resources 
Department 

The  Bakersfield  Californian 
P.O.  Box  440 
Bakersfield,  C  A  93302 


EDITORIAL 


THE  ASPEN  DAILY,  a  12,000 
circulation,  daily  newspaper  is 
seeking  a  news  junkie  to  complete 
its  four-person  reporting  staff. 
Applicants  must  have  at  least  one 
year  of  experience  in  news¬ 
papers  and  be  willing  to  go  the 
extra  distance  to  get  the  story.  That 
means  applicants  must  be  self- 
motivated,  willing  to  break  a  sweat 
and  able  to  work  long  hours  if 
necessary.  If  you  want  a 
lifestyle  change  in  a  great  news 
town,  join  the  Aspen  Daily  News 
team.  Call  Carolyn  at  (970)  925- 
2220,  ext.218,  or  E-mail  at: 
sack@sopris.net 

THE  RUSSIA  JOURNAL 

Published  from  Moscow, 
Russian  Federation 

We  have  the  following  openings  in 
Moscow: 

Editor,  News  Editor  for  its  English 
news  and  analysis  weekly. 
Lifestyle  Editor,  Features  Editor  for 
its  new  Russian/  English  Lifestyle 
magazine. 

For  details  and  other  opportunities, 
syndication,  advertising  and 
business  visit  us  on 
http://www.  russiajournal  .com 

Send  E-mail  to: 

norasco@logosnet.com.ey 
Norasco  Media  and 
Publishing  Co.  Ltd. 

Tel:  011  357  5  728  090 
Fax:  oil  357  5  728  010 

Address:  P.O.  Box  57309 
Limassol,  Cyprus  CY  3314 

THE  DAILY  TIMES,  a  17,000 
circulation  daily,  seeks  a  copy 
editor  with  strong  page  design 
skills,  the  ability  to  meet  deadlines 
and  superior  editing  skills.  Pagina¬ 
tion  experience  and  knowledge  of 
QuarkXPress  helpful.  Send  cover 
letter,  r6sum6,  salary  requirements, 
and  samples  to  Debbie  Allard, 
managing  editor,  Portsmouth  Daily 
Times,  P.O.  Box  581,  Portsmouth, 
OH  45662. 


_ INTERNSHIPS _ 

MYRTLE  BEACH 
City  and  Tourist  Magazines; 
writers.  Production,  Sales  -  Learn 
and  Grow  with  a  small  staff  -  Start 
Immediately, 

Phone  (843)444-5556 
Fax  r6sum6  and  clips  to: 
(843)444-5558 


INTERNSHIPS 


INTERNSHIPS 


INTERNSHIPS 


LAUNCH  YOUR  CAREER  AT 


The  Seattle  Times 

Learn  with  the  best  in  the  Northwest  at  the  Pulitzer  Prize-winning  Seattle  Times.  Privately  owned  and  independent, 
The  Times  is  committed  to  quality  journalism  and  to  the  professional  development  of  its  staff.  Entry-level  newsroom 
positions  include  summer  internships  in  several  departments  and  three-year  reporting  and  copy-editing  internships. 
Plus,  the  yearlong  Blethen  Family  Internship  for  people  of  color  trains  journalists  at  three  Seattle  Times  Company- 
owned  newspapers. 

Interns  receive  development  plans,  mentors  and  job-placement  assistance. 

Application  deadline  is  November  1  for  summer  internships  and  as  openings  occur  for  other  programs. 


To  apply,  write  Patricia  Preciado,  Hiring  Administrative  Assistant/Newsroom, 
The  Seattle  Times,  P.O.  Bpx  70,  Seattle,  WA  981 1 1 . 
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INTERNSHIPS 


EDITORIAL,  PRODUCTION, 
DESIGN. ..WANT  TO  LEARN  IT 
ALL?  Summer  internship  position 
available  at  weekly  community 
newspaper  in  beautiful  North¬ 
eastern  Vermont.  Candidates  must 
be  motivated,  able  to  work  inde¬ 
pendently  and  have  some  news¬ 
writing  experience.  Please  send 
r6sum6  and  three  writing  samples 
to  Jessica@holdcraft.com  or 
Internship,  do  The  INDEPEN¬ 
DENT,  P.O.  Box  1396,  Lyndonville, 
VT  05851. 


THE  CHRONICLE  OF  HIGHER 
EDUCATION  is  seeking  two 
interns  for  the  fall.  The  positions 
involve  reporting,  writing, 
research,  and  proofreading,  and 
offer  the  chance  to  produce 
bylined  articles.  Candidates 
should  have  strong  reporting  and 
writing  skills,  and  be  able  to  work 
well  on  their  own.  The  Chronicle  is 
an  award-winning  national  weekly 
newspaper  with  a  Web  site  that  is 
updated  daily.  Pay  is  $400  a  week. 
The  fall  internship  runs  from 
August  30  through  December  17; 
applications  should  be  received  by 
June  30.  Candidates  should  send 
a  r6sum6,  cover  letter,  and  writing 
samples  to; 

Doug  Lederman 
Deputy  Managing  Editor 
The  Chronicle  of  Higher  Education 
1255 23rd Street,  NW, 
Washington,  DC  20037 
Please,  no  phone  calls. 

The  Chronicle  is  an 
Equal  Opportunity  Employer. 


INTERNSHIPS 


INTERNSHIPS 


GET  YOUR  INTERNSHIP  clicking 
on  the  Detroit  Free  Press' 
Jobspage  at: 

www.freep.com/jobspage. 


MARKETING/PR 


BPI  ENTERTAINMENT  NEWS 
WIRE  needs  a  person  to 
sell/license  our  content,  including 
Billboard  and  The  Hollywood 
Reporter,  to  print  and  Internet 
media.  Must  have  excellent  written 
and  verbal  communication  skills, 
be  competent  in  MS  Word  and 
Internet  use.  Sales/news  exper¬ 
ience  a  plus.  Some  travel  involved. 
Send  r6sum6  to  BPI  Commun¬ 
ications,  Inc.,  HR  #11,  5055 
Wilshire  Blvd.,  Los  Angeles  CA 
90036. 

POSITIONS 

WANTED 


EDITORIAL 


CONFIDENT  AND  CREATIVE 
writer  currently  employed  at  The 
Wall  Street  Journal’s  Detroit 
bureau  seeks  opportunity  to 
establish  a  vibrant  career  in 
journalism  in  New  York  City.  At  the 
Journal,  I  have  written  in-depth 
business  stories  about  the 
automotive  industry,  followed  an 
IPO  of  a  company  that  makes  pig 
ears  for  doggie  treats,  and  written 
book  reviews  for  the  Arts  section. 
As  a  freelancer,  I  have  written  art, 
theater  and  music  reviews.  I 
am  moving  to  New  York  and  I  want 
to  write  for  you. 

Phone  (734)  332-9283 
Email  emily.sendler@wsj.com  or 
esendler@yahoo.com 


INTERNSHIPS 


EDITORIAL 


EXPERIENCED  music  critic/jour¬ 
nalist  with  strong  editing,  reporting 
and  computer  skills  seeks  a  full¬ 
time  entry-level  position  with  a 
newspaper  or  music  magazine. 
Philadelphia  or  NYC  (Manhattan) 
region  preferred.  For  a  resume 
and  clips  E-mail  request  at; 
trentfitz@bigfoot.com  or  call 
(609)541-0573 


FINALLY,  A  RECENT  GRAD  with 
metro  and  national  newsroom 
experience.  Print  journalism 
student  with  a  year  of  daily  news 
experience  seeks  reporting 
position  in  news  or  features 
department.  Experience  includes 
reporting  for  Gannett  News 
Service  and  States  News  in 
Washington  and  the  St.  Louis 
Post-Dispatch.  Experience  writing 
spot  news  and  enterprise.  Tons  of 
clips  and  references  available. 
Graduating  in  top  5  percent  of 
journalism  class  at  American 
University  in  Washington  D  C. 
Available  June  1 , 1 999.  Flexible  on 
location,  salary.  Please  call: 

(202)  237-2884  or  E-mail 
ewalsh99@hotmail.com 


NEWS  AND  SPORTS 
REPORTER 

Versatile  J-school  graduate  with 
intern  experience  working  for 
magazine  publisher  (news  and 
features)  and  medium-sized  AM 
daily  (sports),  both  in  North 
Carolina.  Also  worked  for  col¬ 
lege  paper.  I  am  familiar  with 
QuarkXPress  layout  software. 

E-mail  Wordine@AOL.com 


INTERNSHIPS 


EDITORIAL 


NEED  A  COMPLETE  package 
journalist?  Writing,  editing, 
photography,  QuarkXPress,  I  can 
do  it  all.  Four  internships  and  three 
years  of  diverse  professional 
freelance  work  do  not  make  me 
your  typical  green  journalism 
graduate.  I  prefer  sports,  but 
am  not  adverse  to  other  areas 
either.  For  r6sum6s  and  samples 
of  my  work  please  E-mail  me  at: 
waagner@susqu.edu  or 
waagsindc@juno.com 
Phone:  school  (570)  372-3283 
until  May  25,  home  (973)  328- 
7756. 


TRILINGUAL  COLLEGE 
GRADUATE 

with  extensive  international 
internship  experience  in  print  and 
broadcast  media  is  looking  for  an 
entry-level  reporting  position  with 
a  challenging  news  organization.  A 
solid  background  in  Eastern 
European  politics  and  history, 
applied  international  economics 
(focus;  European  Union  & 
international  trade),  and  media 
ethics,  complements  excellent 
writing,  communication  and 
leadership  skills.  Will  graduate  in 
May  with  B.A.  in  English  from 
Liberal  Arts  college  as  an  honors 
student,  ending  two-year 
editorship  of  campus  newspaper. 
For  r6sum6,  references  and 
clippings  available  contact  Andrei 
Postelnicu  at  (502)  384-8327 
(home),  (502)  384-8259  (office). 
After  May  18th  E-mail  at: 
kinkayd@hotmail.com 


INTERNSHIPS 


iMn 

iLiiJi 

ruTaiflm 

Editor  &  Publisher  recruits  paid  interns  for  entry-1 
project  work  in  our  research  department.  Openi 
available  year-round.  The  projects  are  full-time, 

3  month  opportunities  to  be  a  part  of  our  1 15  yeai' 
news  and  information  company.  Internships  som 
lead  to  E&P  staff  positions.  Journalism/communi 
degree  a  plus.  Fax  resume  and  letter  of  interest  to 
Research  Manager,  (212  )  691-7287 
The  Editor  &  Publisher  Co., 

11  West  19th  Street,  New  York,  NY  10011 
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GANNETT 


Newspapers 


Opportunities  in  news., 
and  much,  much  morei 


For  more  information  on 
the  many  job  opportunities 
at  Gannett  newspapers, 
entry-ievei  candidates 
can  contact  Cedric  Btyant, 
Coordinator/Recruiting  and 
Piacement:  1703)  284-6229; 
recruit@gcil.gannett.com. 

Experienced  candidates 
can  contact  Kate  Kennedy, 
Manager/News  Staff 
Recruiting:  (703)  284-6233; 
recruit@gcil.gannett.com. 


Caii  Gannett's  job  iine  at 
1-888-FYI-JOBS  for  more 
information  on  job  openings 
throughout  the  company. 


Sure,  we  re  looking  for  journalists  with  an  interest  in 
digging  for  facts  and  telling  great  stories. 

But  we’re  also  looking  for  the  people  who  help  keep  our 
businesses  humming. 

Gannett  offers  paid  internships  in  production,  accounting, 
marketing,  advertising  and,  yes,  news.  Internship  candi¬ 
dates  should  have  completed  introductory  courses  in  their 
major  -  or  worked  for  at  least  one  year  at  their  campus 
newspaper  or  in  a  related  field.  Candidates  also  must  have 
access  to  a  car. 

We  also  offer  full-time  job  opportunities  for  college  gradu¬ 
ates  in  all  disciplines  of  the  newspaper  business.  We  have 
a  three-year  Circulation  Specialist  program  and  two-year 
programs  for  Accounting  Operations  Specialists  and 
Information  Systems  Specialists. 

These  are  only  a  few  of  the  many  opportunities  at  Gannett 
awaiting  bright,  energetic,  results-oriented  individuals  who 
want  to  be  part  of  a  diverse  and  dynamic  Fortune  500  com¬ 
pany.  We  share  candidates’  credentials  with  our  more  than 
70  newspapers  nationwide,  so  wherever  you  interview,  your 
materials  are  available  to  all  Gannett  department  heads. 

Our  recruiting  teams  come  to  more  than  50  college 
campuses  each  fall.  We  invite  you  to  visit  with  us  to  learn 
more  about  the  exciting  opportunities  available  at  Gannett 
newspapers. 


Why  online  journalism  is  a 
great  career  choice 


by  Steve  Outing 

This  column  comes  from  a  speech  made 
recently  at  Colorado  State  University. 
I  graduated  from  CSU’s  journalism 
program  21  years  ago,  and  obviously,  a  lot 
has  changed  about  journalism  in  that  time.  I 
have  a  fairly  traditional  print  news  back¬ 
ground  with  the  exception  of  the  last  five 
years,  during  which  I’ve  worked  exclusive¬ 
ly  in  the  online  news  business. 

Quite  frankly,  after  working  in  online 
media  for  a  while  now,  I  can’t  imagine 
going  back  to  the  print  world.  It’s  not  that  I 
think  print  work  is  boring  —  far  from  it.  But 
online  news  work  is  truly  exciting  because 
at  this  stage  of  the  game,  we’re  still  making 
up  the  rules  as  they  go  along. 

If  you  choose  a  print  or  broadcast  jour¬ 
nalism  career,  you’re  likely  to  be  practicing 
journalism  in  the  time-worn  manner.  It  can 
be  a  great  career,  no  doubt  about  it.  But  if 
you  choose  an  online  journalism  career, 
you’re  very  likely  to  be  operating  not  only 
as  a  journalist,  but  as  a  business  person  and 
entrepreneur.  Online  journalism  today  is  not 
just  about  practicing  quality  journalism,  but 
figuring  out  how  to  craft  a  new  media  indus¬ 
try.  The  rules  haven’t  been  written  yet.  And 
journalists  fresh  out  of  school  can  write  the 
rules  just  as  well  as  —  perhaps  better  than 
—  those  journalists  of  my  generation. 

When  I  first  got  involved  in  online  journal¬ 
ism,  the  field  didn’t  get  a  lot  of  respect,  and  it 
didn’t  offer  a  significant  number  of  job 
opportunities.  Many  traditional-media  execu¬ 
tives  couldn’t  see  the  potential;  some  of  them 
thought  the  Internet  was  just  going  to  be  a  fad. 
They  were  wrong,  obviously.  And  many  of 
those  traditional  media  executives  are  now 
paying  the  price  for  their  lack  of  foresight. 

It’s  not  that  newspapers  and  television  sta¬ 
tions  are  dying.  I  have  never  thought  that  new 
media  will  kill  off  old  media.  But  I  don’t 
think  most  traditional-media  executives 
understood  the  potential  of  the  Internet  four 
years  ago.  If  they  had  understood  it,  their 
companies  might  have  become  the  Yahools 
of  today.  Their  new  media  ventures  might  be 
the  ones  collecting  billions  of  dollars  in 
investment  capital.  Instead,  that  money  is 
going  to  the  pure  Internet  companies  —  the 
Yahools,  the  Excites,  the  Amazon.coms,  the 


companies  that  truly  understand  the  potential 
and  are  not  hindered  by  old-media  business 
models  that  are  difficult  to  throw  away. 

So,  my  point  is  that  for  new  _ 

journalism  graduates,  the  new. 
Internet-savvy  companies  may 
offer  your  best  career  opportuni¬ 
ties.  Online  media  has  now  grown 
such  that  its  audiences  are  gaining 
on  and  in  some  cases  matching 
traditional  media.  I  have  no  doubt 
that  online  audiences  in  the  next 
few  years  will  surpass  many  of  I* 
the  largest  traditional  media  enti¬ 
ties,  and  thus  new  media  job  opportunities 
will  boom  in  the  coming  years. 

On  a  monthly  basis,  some  of  the  top  Web 
news  sites  get  millions  of  people  using 
them.  ZDNet.  a  technology  news  site,  gets 
5.9  million  people  visiting  during  a  typical 
month:  CNet,  3.3  million;  Weather.com.  4.8 
million;  CNN’s  Web  sites.  5.9  million; 
USAToday.com,  2.5  million:  and  The  New 
York  Times  on  the  Web,  1.6  million. 

USAToday.com  estimates  that  it  gets  just 
under  1  million  unique  visitors  on  a  typical 
day.  The  newspaper’s  circulation  is  1.6  mil¬ 
lion  daily.  Mercury  Center,  the  Web  site  of 
the  San  Jose  Mercury  News,  has  a  daily 
online  readership  of  about  100,000  unique 
visitors.  The  parent  newspaper  has  a  circu¬ 
lation  of  290,000.  For  those  online  news 
sites  where  the  owners  have  made  a  serious 
commitment  to  online  journalism  in  terms 
of  investment,  online  readership  is  fast 
catching  old  media  readership. 

So.  getting  back  to  job  opportunities, 
already  there  are  a  lot  of  openings  in  online 
journalism.  Clearly,  growth  in  online  news 
jobs  is  growing  at  a  steep  curve,  while  job 
opportunities  in  old  media  are  flat  or  grow¬ 
ing  slowly.  In  hard  numbers,  new  media 
journalism  jobs  are  still  small  compared  to 
traditional  media.  But,  I  believe  that  in  the 
coming  years  online  journalism  jobs  will  be 
as  plentiful  as  old-media  journalism  jobs. 

If  1  were  graduating  from  journalism 
school  today,  I  probably  would  steer  clear  of 
new  media  divisions  of  old-media  companies. 
Instead,  I’d  look  to  pure  new  media  compa¬ 
nies  for  job  opportunities.  Why?  Because  I’d 
rather  not  be  in  an  organization  that  has  a 
vested  interest  in  supporting  old  business 


models.  I’d  rather  be  in  an  organization  that 
can  devote  all  its  resources  and  brainpower  to 
succeeding  online  and  developing  new  busi- 
_ ness  models  —  free  of  the  influ¬ 
ence  of  old-media  viewpoints  and 
needs. 

If  I  were  looking  for  a  job  in 
online  journalism,  I  might  check 
out  a  company  like  CNet,  an 
online  news  venture  that  origi¬ 
nated  on  the  Web.  Based  in  San 
Francisco,  the  company  has 
about  50  people  working  for  its 
News.com  site  —  reporters,  edi¬ 
tors,  designers,  and  producers.  It  also  has 
another  four  people  working  at  CNet  Radio. 
Pay  scales  for  journalists  at  CNet  are  rough¬ 
ly  equivalent  to  what  journalists  get  at  the 
major  San  Francisco  newspapers.  However, 
actual  salaries  paid  by  CNet  are  a  bit  lower 
because  it  tends  to  hire  younger  people  than 
do  the  newspapers,  and  they’re  paid  less 
because  they  have  less  experience. 

However,  and  this  is  important,  most  of 
those  CNet  employees  also  get  stock 
options  in  the  company.  They  get  fully  vest¬ 
ed  after  being  employed  for  four  years. 
(Before  you  all  go  apply  for  jobs  at  CNet, 
however,  1  should  mention  that  they  tend 
not  to  hire  new  grads.  They  want  two  to 
three  years  experience,  minimum.) 

There  are  a  lot  of  opportunities  online, 
because  online  journalism  is  popping  up  in 
a  variety  of  places.  Online  city  guides  like 
Sidewalk,  Digital  City,  and  CitySearch  hire 
journalists,  and  most  of  them  hire  just-out- 
of-school  journalists.  Online  sports  sites, 
entertainment  sites,  financial  sites,  and 
other  niche  topic  sites  are  in  abundance. 
The  so-called  “portal”  sites  are  getting  into 
the  news  business.  Most  of  the  jobs  there 
tend  to  be  editing  rather  than  creating  orig¬ 
inal  content,  but  more  and  more  journalists 
are  turning  up  at  these  companies.  E-com- 
merce  sites  like  Amazon.com  want  to  offer 
contextual  content  to  support  the  sales  side. 
Amazon  has  a  sizable  staff  of  editors  who 
write  reviews  and  work  with  freelancers. 
And  there  are  countless  opportunities  for 
journalists  to  help  fill  the  Web  sites  of  cor¬ 
porations,  advocacy  organizations,  political 
groups,  education  sites,  government,  etc. 
with  content.  ■■ 
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B&P 


ASSOCIATED  PRESS 

W.  DEAN  SINGLETON,  chairman, 
president  and  CEO  of  the  MediaNews 
Group,  and  chairman  of  The  Denver  Post 
Co.,  and  RICHARD  D.  GOTTLIEB, 
president  and  CEO  of  Lee  Enterprises 
Inc.  representing  the  Quad-City  Times, 
in  Davenport,  Iowa,  to  members  of  the 
AP  board  of  directors. 

JUDITH  W.  BROWN,  editor  of  The 
Herald  in  New  Britain,  Conn.;  JOE 
HLADKY,  president  and  publisher  of 
The  Gazette  Co.  of  Cedar  Rapids, 
Iowa;  BURL  OSBORNE,  president 
and  CEO  of  The  Dallas  Morning  News, 
and  president  of  the  publishing  division 
of  A.H.  Belo  Corp.;  and  R.  VICTOR 
DIX,  chairman  of  Dix  Communications 
and  president  and  publisher  of  The 
Daily  Record  in  Wooster,  Ohio,  to 
incumbents  re-elected. 

COMMERCIAL-NEWS 

LARRY  SMITH  to  editor  for  the 
daily  in  Danville,  Ill.,  from  editorial 
page  editor. 

DAVID  BURLESON  to  managing 
editor,  from  news  editor. 


HAYWARD 
SAN  ANTONIO 
EXPRESS-NEWS 


NEWSPAPERS 


COPLEY  CHICAGO 
NEWSPAPERS 

JERRY  ALGER  to  display  advertis¬ 
ing  director  for  four  of  the  company’s 
northern  Illinois  dailies,  from  major 
accounts  advertising  director. 

DEBI  RYAN  to  classified  telephone 
sales  manager  for  the  company’s  dailies 
and  weeklies  in  northern  Illinois,  from 
classified  supervisor  for  The  Herald 
News  in  Joliet,  Ill. 

THE  DALLAS  MORNING 
NEWS 

TY  COBB  to  marketing  director  for 
the  Belo  Corp.  daily,  from  circulation 
marketing  manager. 


HOUR 

DICK  ALLEY  to  outdoors  writer  for 
the  daily  in  Norfolk,  Conn.  He  continues 
to  submit  a  weekly  column  to  the  New 
Haven  (Conn.)  Register. 

KEY  WEST  CITIZEN 

DAVID  ETHRIDGE  to  acting  editor 
of  The  Key  West  (Fla.)  Citizen.  He 
remains  editor  of  Solares  Hill,  a  weekly 
paper  which  was  sold  to  Thomson 
Newspapers.  He  succeeds  BERNARD 
HUNT. 

LEE  ENTERPRISES 

MICHAEL  REHBERG  to  publisher 
of  the  Southern  Illinoisan  in  Carbondale, 
Ill.,  from  interim  publisher. 


iMberly 


[  □ComnHXMtyNewspaperHoldings.lnc..(CNHI)  t 
•  Uberty  Group  PuMshing  I 


Dirks,  Van  Essen  &  Associates  Tel;  505.820.2700 
1 1 9  E.  Marcy  Street,  Suite  1 00  Fax;  505.820.2900 
Santa  Fe,  New  Mexico  87501  E-mail;  info@dirksvanessen.com 

www.dirksvanessn.com 


Community  Newspaper  Holdings,  Inc.,  (CNHI)  and 
Liberty  Group  Publishing  have  traded  a  total  of  32 
publications.  The  trade  offers  both  companies  new 
strategic  opportunities  to  provide  enhanced  regional 
packages  for  advertisers  and  readers  and  open  up 
new  growth  opportunities  for  the  companies. 

Dirks,  Van  Essen  &  Associates  is  pleased  to  have 
initiated  the  trade  and  represented  CNHI  in  the 
transaction. 

The  daily  newspapers  acquired  by  Liberty  are 
Oswego  (NY)  Palladium  Times  (8,600  circulation): 
Beatrice  (NE)  Daily  Sun  (9,200  circulation);  Bastrop 
(LA)  Daily  Enterprise  (6,200  circulation;  and  Pratt 
(KS)  Tribune  (2,800  circulation). 

The  daily  newspapers  acquired  by  CNHI  in  the 
transaction  are  Cory  (PA)  Evening  Journal  (4, 1 00 
circulation);  Kane  (PA)  Republican  (2,300 
circulation);  Punxsutawney  (PA)  Spirit  (5,500 
circulation);  Ridgway  (PA)  Record  (3, 1 00  circulation); 
Titusville  (PA)  Herald  (4,600  circulation);  and  St. 
Mary's  (PA)  Daily  Press  (5,000  circulation). 


Dirks,  Van  Essex  cX  Ass( x^iates 
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LINCOLN  COUNTY  WEEKLY 

JENNIFER  BROCKWAY  to  copy 
editor  of  the  weekly  paper  in  Lincoln 
Co.,  Maine,  from  working  on  a  docu¬ 
mentary  project  on  land  conservation 
issues  along  the  Damariscotta  River. 

MOBILE  REGISTER 

MICHAEL  MARSHALL  to  editor 
of  the  daily  in  Mobile,  Ala.,  from  acting 
editor.  He  replaces  STAN  TINER  who 
moves  to  executive  editor  of  The  Daily 
Oklahoman  in  Oklahoma  City. 

NAUGATUCK  DAILY  NEWS 

JOHN  COSCIA  to  managing  editor 
of  the  Connecticut  daily,  from  news 
writer  and  sports  editor  at  The  Express 
in  Wadesboro,  N.C. 

NEW  HAVEN  REGISTER 

ERNEST  REED  to  retail  advertising 
manager  for  the  Conn,  daily,  from  clas¬ 
sified  advertising  manager  at  The  Island 
Packet  in  Hilton  Head,  S.C. 

ROBERT  BATESMAN  to  marketing 
services  manager,  from  director  of 
advertising  and  marketing  at 
Wallingford’s  Executive  Auto  Group,  a 
Hamden.  Conn.-based  advertising  firm. 

FRANK  MENTONE  JR.  to  general 
manager  of  Imprint  Printing  plant  in 
New  Haven,  from  acting  general  manag¬ 
er  at  the  plant. 

NEWPORT  DAILY  NEWS 

ERIC  SNYDER  to  sports  writer  and 
editor  for  the  Rhode  Island  daily,  from 
reporter,  at  the  Northern  Virginia  Daily 
in  Strasburg,  Va. 

NEWSEEK 

SUSAN  FALUDI,  a  Pulitzer  Prize¬ 
winning  Journalist,  to  contributing  edi¬ 
tor  of  the  news  magazine  in  New  York. 
She  remains  based  in  Los  Angeles. 

NORWICH  BULLETIN 

SHANE  DIXON  to  information  tech¬ 
nology  director  for  the  daily  in  Norwich, 
Conn.,  from  technology  manager. 

SAN  ANTONIO 
EXPRESS-NEWS 

SUSANA  HAYWARD  to  Mexico 
City  bureau  chief  for  the  daily  in  Texas, 
from  reporter. 

SCRIPPS  CO. 

DAVID  E.  BUCKEY  to  finance 
director  for  the  company’s  Florida 
newspapers,  from  controller  at  the 


newspaper  division  of  the  company. 

TIMES  HERALD 

DENISE  RICHTER  to  executive 
editor  of  the  daily  in  Port  Huron,  Mich., 
from  editor  of  the  Commercial  News  in 
Danville,  Ill.  She  succeeds  PATRICK 
RICE  who  moved  to  managing  editor  at 
the  Chattanooga  (Tenn.)  Free  Press. 

TIMES  RECORD 

TOM  FARKAS  to  city  editor  at  the 
daily  in  Brunswick,  Maine,  from  found¬ 
ing  editor  of  the  community  paper. 
Capital  Weekly,  in  Augusta,  Maine. 

DEE  MCLELLAND  to  pre-press 
manager,  from  general  manager  of  the 
weekly  papers.  Island  Reporter  and 
Captiva  Current  on  Sanibel  Island,  Fla. 


ExSfP  OBITUARIES 


WILLIAM  F.  ACHATZ  JR.,  88,  for¬ 
mer  Associated  Press  photo  editor,  died 
April  25  in  Pottstown,  Pa.  In  the  course  of 
his  career,  he  supervised  photo  coverage 
of  the  Korean  War,  civil  rights  marches  in 
Alabama,  and  Latin  American  revolu¬ 
tions.  Under  his  leadership,  three  AP  pho¬ 
tographers  were  awarded  the  Pulitzer 
Prize.  Achatz  began  his  career  in  1931  at 
The  Mercury,  in  Pottstown.  Pa.,  covering 
crime  and  government  for  10  years.  He 
then  joined  the  Marine  Corps  to  serve  in 
WWII,  after  which  he  was  hired  by  the 
AP  as  a  photographer  in  Harrisburg.  He 
later  moved  to  Philadelphia  to  become 
photo  editor  for  Pennsylvania.  He  retired 
in  1976. 

MARIE  MARTIN  HAVRILLA, 

senior  news  editor  for  The  Daily  News  in 
McKeesport,  Pa.,  died  of  a  heart  attack  at 
the  age  of  37.  She  began  working  at  the 
paper  in  1984. 

STEWART  MACDONALD,  74,  a 
former  executive  of  the  American 
Newspaper  Publishers  Association,  died 
April  14  of  non-Hodgkins  lymphoma  in 
Leesburg,  Va.  As  part  of  the  association, 
he  led  the  program  that  established  schol¬ 
arships  for  black  journalism  students  and 
helped  raise  millions  of  dollars  for  educa¬ 
tion.  Macdonald  was  hired  by  the  associ¬ 
ation,  now  called  the  Newspaper 
Association  of  America,  in  1963.  In 
1976,  he  became  director  for  the 
Interstate  Natural  Gas  Association  of 
America  before  he  retired  in  1983. 


BSfP  AWARDS 


The  Aldo  Leopold  Award  for 
Distinguished  Editorial  Writing  was 
awarded  to  John  Diaz,  editorial  page  edi¬ 
tor  at  the  San  Francisco  (Calif.) 
Chronicle,  by  The  Wilderness  Society.  A 
$500  dollar  donation  was  made  to  the 
department  of  journalism  and  mass  com¬ 
munications  at  Humboldt  State 
University,  where  Diaz  earned  his  bache¬ 
lor’s  degree.  The  award  is  presented 
annually  to  an  editorial  writer  who  pro¬ 
motes  protecting  America’s  wildlife, 
environment,  and  wild  lands. 

Fifteen  high  school  students  were 
selected  to  receive  the  Central 
Newspapers  Foundation  Scholarships, 
awarded  to  children  of  Central 
Newspapers’  employees.  The  $2,500 
scholarships  are  annual  gifts  for  four 
years  of  undergraduate  education. 

The  winners  with  parents  from 
Indianapolis  Newspapers  are:  Jeanine  E. 
Ancelet,  Rebecca  Foust,  Jenna  A. 
MacIntyre,  John  M.  Shaughnessy,  Rachel 
A.  Simmons,  and  David  Swenson. 

Winners  with  parents  from  Muncie 
newspapers  are:  Joshua  B.  Cooper,  Emily 
A.  Douglas,  and  Gregory  W.  Martz. 

Winners  with  parents  from  Phoenix 
newspapers  are:  Thomas  A.  Bertone  II, 
Robert  C.  Bothwell,  Amy  Casstevens, 
Trevor  W.  Hermann,  Cynthia  L.  Klinkert, 
and  Katharine  S.  Spratt. 

The  Francis  Frost  Wood  Award  for 
Courage  in  Journalism  from  Hofstra 
University  was  presented  to  The  New  York 
Times  reporter  Chris  Hedges  for  his  cov¬ 
erage  of  the  Kosovo  guerrilla  war  in  1997 
and  1998.  The  award,  including  $2,000, 
will  be  presented  April  28  at  The 
Freedom  Forum’s  Newseum/NY. 

The  first  place  recipient  of  the  William 
Randolph  Hearst  Foundation’s  39th 
Journalism  Awards  Program  for  Spot 
News  Writing  is  Matthew  E.  Batcheldor, 
from  Western  Kentucky  University,  for 
his  article  in  The  Evansville  Press,  titled, 
“Children’s  slayings  stun  town  -  Father 
killed  himself  after  shooting  three  kids”. 
Batcheldor  will  receive  a  $2,000  scholar¬ 
ship  and  the  journalism  department  of 
Western  Kentucky  University  will  receive 
a  matching  grant.  In  addition  he  will  have 
the  opportunity  to  compete  in  the 
National  Writing  Championships  in  San 
Francisco  this  May. 
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COVER  STORY 


BY  DAVID  NOACK 


Tony  O.  Champai(ne 


SOURCE  of  TROUBLE 


When  Christine  Biederman  was 
grilled  by  lawyers  for  a  soft¬ 
ware  company  who  wanted  to 
know  who  gave  her  internal  e-mail  mes¬ 
sages,  she  gave  the  journalist’s  equivalent 
of  name,  rank,  and  serial  number. 

In  other  words,  Biederman,  a  reporter  at 
the  weekly  Dallas  Observer  in  Texas, 
refused  to  reveal  her  source. 

She  now  finds  herself  on  the  legal  hot- 
seat,  promising  a  source  confidentiality  in 
return  for  the  e-mails,  which  revealed  per¬ 
sonnel  and  business  problems  at  ION 
Storm,  a  Dallas-based  software  gaming 
company  that  was  in  the  process  of  coming 
out  with  a  new  “shoot  ’em  up”  game. 

The  matter  is  far  from  settled.  Lawyers 
for  the  software  maker  and  some  of  the 


Subpoenas: 
a  potent  legal 
weapon 

principals  involved  may  yet  ask  a  judge  to 
compel  Biederman  to  name  her  source. 

“Just  call  me  jailbait,”  says  the  38-year- 
old  Biederman,  when  asked  whether  she 
would  risk  going  to  jail  rather  than  name 
her  source. 

The  Biederman  subpoena  is  just  the  latest 
in  a  series  of  such  cases,  where  newspaper 
and  television  reporters  are  finding  them¬ 


selves  on  the  front  lines  of  a  battle  against  a 
potent  legal  weapon:  the  subpoena. 

If  a  reporter  defies  a  subpoena,  jail  or  a 
fine  is  a  real  possibility.  If  a  reporter  com¬ 
plies,  there  is  the  issue  of  credibility.  There 
are  no  clear-cut  answers.  It  all  depends  on 
the  type  of  subpoena,  the  information 
being  sought  and  the  circumstances  of  a 
particular  case. 

Prosecutors  and  defense  counsels  in 
criminal  cases  and  plaintiff’s  attorneys  in 
civil  cases  seek  reporter’s  notes,  tapes,  or 
testimony,  sometimes  to  force  a  reporter  to 
disclose  a  confidential  source;  other  times 
they  want  a  reporter  to  appear  on  the  wit¬ 
ness  stand  to  vouch  for  the  accuracy  of  a 
story. 

The  effort  to  fend  off  a  subpoena  can  be 
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a  time-consuming  and  costly  fight. 
Reporters  are  distracted  from  doing  their 
job;  they  may  find  themselves  bumped 
from  a  story  now  that  they  are  a  part  of  it; 
sources  worry  whether  the  reporter  will 
reveal  their  identity;  and  the  meter  is  run¬ 
ning  on  legal  costs. 

At  some  smaller  newspapers,  such  as 
The  Jasper  (Texas)  Newsboy,  staffs  face  the 
problem  of  having  their  personnel  removed 
from  the  case.  Mike  Joumee,  the  managing 
editor  of  the  Newsboy,  who  was  covering 
the  murder  of  a  black  man  who  was 
dragged  to  death  behind  a  pickup  truck  last 
year,  was  taken  off  the  story  after  he  was 
subpoenaed  by  the  local  prosecutor’s  office 
because  of  a  letter  from  one  of  the  murder 
defendants.  The  paper  eventually  negotiat¬ 
ed  a  deal  with  the  prosecutor  so  Joumee 
would  not  have  to  testify  about  the  letter. 

The  issue  of  news  media  subpoenas  was 
examined  in  a  recent  report  from  The 
Reporters  Committee  for  Freedom  of  the 
Press,  an  Arlington,  Va.-based  press  free¬ 
dom  organization.  While  the  study  is  not 
scientific,  it  provides  a  credible  overview 
on  the  extent  of  the  problems  facing  the 
nation’s  newsrooms. 

The  28-page  study,  based  on  mail  sur¬ 
veys  from  newspapers  and  television  news¬ 
rooms,  found  that  newspapers  put  up  bitter 
legal  fights  when  it  comes  to  subpoenas. 
Television  gives  in  more  often.  The  report 
goes  into  detail  about  who  issues  subpoe¬ 
nas,  what  kind  of  information  is  sought, 
and  the  impact  on  newsrooms,  in  terms  of 
changing  policies  concerning  how  long 
photographic  negatives  or  reporters’  notes 
are  kept. 

According  to  the  report,  which  uses 
information  compiled  in  1997,  784  subpoe¬ 
nas  were  issued  to  newspapers,  and  televi¬ 
sion  stations  were  hit  with  1,941.  Of  those 
figures,  1,197  involved  civil  cases  and 
1,411  were  for  criminal  matters.  In  all, 
2,725  subpoenas  were  issued. 

Jack  King,  a  spokesman  for  the  National 
Association  of  Criminal  Defense  Lawyers, 
based  in  Washington,  D.C.,  says  when  it 
comes  to  criminal  trials,  a  defendant’s  right 
to  projjer  defense  wins  out  over  a  reporter’s 
privilege. 

“Generally,  the  criminal  defense  bar 
feels  that  our  clients’  Fifth  Amendment 
right  to  due  process  and  Sixth  Amendment 
right  to  compulsory  process  and  to  a  pre¬ 
sent  a  defense,  trump  whatever  is  left  of  the 
reporter’s  privilege  ...  but  each  case  is  dif¬ 
ferent,”  says  King. 

In  states  with  a  so-called  “shield  law,” 
that  is  often  the  first  and  only  line  of 
defense  against  a  subpoena.  Thirty  states 
and  the  District  of  Columbia  have  shield 
laws,  which  range  from  giving  reporters  an 


“absolute”  to  a  “qualified”  privilege. 

For  example,  Pennsylvania  has  an 
“absolute”  privilege,  which  lets  reporters 
protect  sources’  identities  and  unpublished 
information.  The  privilege  can  only  be 
overcome  by  the  Sixth  Amendment  rights 
of  criminal  defendants  or  in  a  few  circum¬ 
stances  in  libel  cases. 

Tennessee  has  a  “qualified  privilege”  for 
sources  and  information.  The  privilege  may 
be  overcome  if  there’s  “clear  and  convinc¬ 
ing  evidence”  that  the  material  sought  is 
clearly  relevant  to  a  probable  violation  of 
law,  cannot  be  obtained  elsewhere,  and 


there’s  a  compelling  and  overriding  public 
interest  in  its  disclosure. 

Jane  Kirtley,  executive  director  of  the 
Reporters  Committee,  says  that  reporters 
and  editors  need  to  be  familiar  with  their 
state’s  shield  law. 

“They  can  be  very  useful,  but  it  is  essen¬ 
tial  that  those  who  rely  on  them  know  what 
they  say  and  how  courts  in  their  states  have 
interpreted  them,”  says  Kirtley,  who  adds 
that  federal  courts  may  not  feel  bound  by  a 
state-approved  reporter’s  privilege. 

In  Biederman’s  case,  Texas  does  not 
have  a  shield  law.  She  answered  only  ques¬ 
tions  about  what  appeared  in  her  article. 
The  Reporters  Committee  says  that  Texas 
state  civil  courts  have  recognized  a  quali¬ 
fied  First  Amendment  privilege  protecting 
reporters’ confidential  sources  and  informa¬ 
tion,  but  the  highest  criminal  court  has 
rejected  any  such  protection. 

“I  went  to  the  deposition  and  invoked  the 
reporters  privilege  over  50  times.  Since 
Texas  courts  have  repeatedly  ruled  that 
there  is  no  privilege  to  refuse  to  reveal  on- 
the-record  remarks,  and  since  there  is  no 
shield  law,  I  did  answer  questions  about  on- 
the-record  sources  whose  comments 
appeared  in  the  story,”  says  Biederman. 

She  .says  a  new  twist  in  the  case  is  that 
lawyers  for  the  software  company  have 
filed  a  lawsuit  against  one  of  the  people  she 
interviewed  for  the  story,  alleging  that  the 
individual  “breached  his  fiduciary  responsi¬ 
bility”  by  talking  to  Biederman. 

“They’ve  got  some  really  wild  theories 
in  the  complaint,  and  some  of  it  appears  to 
be  manufactured  from  whole  cloth,”  says 
Biederman. 


Timothy  Perkins,  an  attorney  represent¬ 
ing  the  software  company,  declined  to  com¬ 
ment  on  the  subpoena  while  the  case  is  still 
ongoing. 

Biederman  says  in  addition  to  the  over¬ 
riding  issue  of  protecting  sources,  the  more 
mundane  aspects  of  getting  a  subpoena  are 
that  it  takes  valuable  time  away  from  her 
Job  and  it  costs  money. 

“I  Just  hate  how  much  time  it  all  takes.  It 
really  cuts  down  on  productivity,”  says 
Biederman,  who  adds  that  she  would  like  to 
continue  to  report  on  the  story  but  can’t 
now  that  she  is  a  part  of  it. 

Dan  Goodin,  a  reporter  for  CNET, 
a  San  Francisco-based  online  comput¬ 
er  and  high-tech  news  service,  was 
also  the  target  of  a  subpoena  over  doc¬ 
uments  he  received  from  a  confiden¬ 
tial  source. 

Goodin  wrote  two  stories  last  year 
about  the  growing  legal  battle 
between  the  Microsoft  Corporation 
and  Sun  Microsystems  Inc.  The  issue 
was  over  Sun’s  licensing  of  the  Java 
programming  language  to  Microsoft. 

The  story  was  based  partly  on  internal 
company  documents  that  Goodin  obtained 
from  a  unidentified  source.  Microsoft,  say¬ 
ing  that  it  only  wanted  to  get  back  its  docu¬ 
ments,  subpoenaed  Goodin  to  return  the 
paperwork. 

Kent  Raygor,  Goodin’s  Los  Angeles 
lawyer,  argued  that  Microsoft  already  had 
the  documents  in  its  possession  and  what 
they  were  really  after  was  the  source  of  the 
information.  Recently,  a  federal  Judge 
tossed  out  the  subpoena  against  Goodin. 

In  Raleigh,  N.C.,  The  News  &  Observer 
is  testing  the  limits  of  protecting  confiden¬ 
tial  sources  all  the  way  up  to  the  state 
Supreme  Court. 

Last  year,  a  Durham  County  prosecutor 
subpoenaed  the  notes  of  J.  Andrew  Curliss, 
a  reporter  for  the  paper,  who  conducted  a 
Jailhouse  interview  with  a  man  charged 
with  killing  and  sexually  assaulting  a  tod¬ 
dler  under  his  care.  The  newspaper  balked 
at  turning  over  the  notes  but  was  ordered  by 
a  Judge  to  surrender  the  notes.  The  paper 
appealed  and  now  the  case  is  before  the 
state’s  Supreme  Court. 

Assistant  district  attorney  Freda  Black, 
maintains  that  the  state’s  interest  in  prose¬ 
cuting  the  murder  suspect  outweighs  any 
privilege.  She  says  the  newspaper  interview 
with  the  murder  suspect  and  statements 
given  to  police  are  inconsistent  and  looking 
at  the  reporter’s  notes  may  clear  up  any  dis¬ 
crepancies. 

“The  notes  were  what  I  was  going  to  use 
to  be  certain  whether  it  was  going  to  be 
worth  calling  [the  reporter]  as  a  wimess,  so 
the  notes  are  what  I  really  wanted,  initially. 


Christine  Biederman 
says  she’ll  go  to  jail 
rather  than  reveal  the 
source  who  gave  her  a 
software  company’s 
confidential  e-mail. 
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to  try  to  make  that  determination.  The  notes 
were  going  to  have  the  complete  interview, 
where  the  News  &  Observer  only  printed 
portions  of  it.  Just  based  on  the  small  por¬ 
tions  that  ran,  I  can  already  tell  that  there 
were  inconsistencies,”  says  Black. 

Black  decided  to  subpoena  the  reporter’s 
notes  because  she  is  seeking  the  death 
penalty. 

“This  makes  it  all  the  more  important  to 
try  to  get  as  much  evidence  as  1  can  . . .  This 
is  a  very  high-profile,  important  case  with¬ 
in  this  community  because  there  is  a  child 
that  is  dead.  The  child  suffered  tremen¬ 
dously  prior  to  death,”  Black  says. 

North  Carolina  does  not  have  a  shield  law, 
and  recent  court  decisions  have  eroded  what 
little  protection  there  was  for  reporters.  “The 
courts  do  not  seem  to  recognize  any  kind  of 
protection  on  the  part  of  newspapers  and  TV. 
We’ve  sort  of  had  an  assumption  of  protec¬ 
tion  privilege  that  had  been  upheld  by  the 
courts  and  now  that’s  changing,”  says  Anders 
Gyllenhaal,  editor  of  the  A/ewi  &  Observer 
who  adds  the  paper  got  five  subpoenas  in 
1998,  and  they  are  always  contested. 

“We’re  seeing  more  and  more  subpoenas 
each  year,  and  I  think  it’s  a  result  of  a  cou¬ 
ple  of  different  things,  including  just  the  fact 


that  there’s  more  lawyers  out  there,”  says 
Gyllenhaal.  “It’s  been  discovered  to  be  a 
way  of  doing  your  work  for  you.  For  us,  it’s 
a  real  difficulty,  a  real  problem;  it  takes  a  lot 
of  time.” 

Amanda  Martin,  an  attorney  who  is  coun¬ 
sel  to  the  North  Carolina  Press  Association, 
says  a  party  was  being  held  on  the  deck  of  a 
house,  which  was  under  renovation,  at  North 
Carolina  State  University,  when  it  collapsed 
and  a  woman  was  severely  injured. 

“She  sued  the  tenant  as  well  as  the  land¬ 
lord;  there  were  two  tenants.  One  of  the 
tenants  took  off  and  was  never  heard  from 
again.  And  the  reason  that  is  significant  is 
because  he  seemingly  made  some  damag¬ 
ing  statements  to  a  reporter  for  the  paper,” 
says  Martin. 

She  says  the  plaintiff’s  lawyer  could  not 
find  the  tenant  who  made  the  comments,  so 
they  subpoenaed  the  reporter  who  inter¬ 
viewed  people  at  the  scene. 

“What  happened  was  the  court  found 
that  the  admissions  he  made  to  the  reporter 
might  be  relevant  and  that  he  was  not  avail¬ 
able.  There  were  no  alternate  means  to  find 
him.  What  the  court  did  that  was  good  and 
abiding  by  the  three-part  test  was  that  one 
question  could  be  asked  to  confirm  the  quo¬ 


tations  in  the  article.  We’re  not  going  to 
have  this  reporter  up  here  testifying  about 
things  that  other  people  saw,”  says  Martin. 

The  reporter  had  to  testify,  but  only 
answer  one  specific  question  about  a  com¬ 
ment  in  the  story. 

Tom  O’  Hara,  managing  editor  of  The 
Palm  Beach  Post  in  West  Palm  Beach,  Fla., 
says  his  paper  typically  receives  between 
12  to  14  subpoenas  a  year. 

“Most  of  them  are  from  attorneys  in  civil 
cases  who  want  either  photographs  or  the 
reporter  to  testify.  ...  I  fax  the  subpoena 
over  to  our  attorney  and  tell  him  to  make  it 
go  away  unless  it’s  for  photographs,  and  if 
they  are  seeking  photographs,  we  have  no 
choice  under  Florida  law  to  comply,  and 
we’ll  sell  them  for  the  going  rate,  so  it’s  a 
little  profit  center,”  says  O’Hara. 

He  says  the  paper  has  a  policy  of  not  sav¬ 
ing  the  unpublished  negatives  of  car  acci¬ 
dents,  they  are  destroyed  almost  immediately. 

Milwaukee  County  (Wis.)  district  attor¬ 
ney  E.  Michael  McCann,  says  that  even 
though  there  is  no  state  shield  law,  there  is 
strong  case  law  protecting  a  reporter  in 
criminal  cases.  Once  the  privilege  is 
invoked,  those  seeking  the  information 
must  establish  a  reasonable  probability  that 


Naming  names:  the  blame,  the  shame 


Jon  Craig  did  not  blink.  Mike 
Gallagher  did. 

Separated  by  hundreds  of  miles,  a  cou¬ 
ple  of  days,  and  a  different  journalistic 
ethic,  a  stark  contrast 
played  out  in  two  Ohio 
courtrooms  in  early 
April. 

On  one  side  of  the 
state,  Craig,  a  state- 
house  reporter  for  the 
Akron  Beacon  Journal, 
was  sentenced  to  jail  by 
a  judge  for  refusing  to 
reveal  to  prosecutors  his 
confidential  sources  for 
a  story  alleging  Medicaid  fraud. 

Craig,  40,  balked  at  telling  a  county 
grand  jury  when  he  got  copies  of  private 
Medicaid  records  about  alleged  Medicaid 
fraud.  The  reporter  was  sentenced  to  jail, 
but  the  order  was  suspended,  pending  an 
appeal  by  the  Beacon  Journal's  lawyers. 

Just  days  earlier  in  a  Cincinnati  court¬ 
room,  Mike  Gallagher,  a  former  inves¬ 
tigative  reporter  for  the  Cincinnati 
Enquirer,  revealed  the  name  of  a  confi¬ 
dential  source  who  provided  him  with 
access  codes  to  the  voice-mail  system  of 
Chiquita  Brand  International  officials. 


The  Gannett-owned  paper  was  working 
on  a  story  about  the  business  practices  of 
the  world’s  largest  banana  producer. 

Last  June,  the  newspaper  ran  three 
front  page  apologies  and 
paid  $10  million  to 
Chiquita.  In  a  deal  with 
prosecutors,  Gallagher 
agreed  to  name  names  in 
order  to  avoid  jail  after 
he  pleaded  guilty  last 
year  to  illegally  access¬ 
ing  the  company’s  voice 
mail  messages. 

Craig  says  he  was  dis¬ 
appointed  Gallagher 
revealed  his  source. 

“I  understand  the  personal  ordeal  that 
he  is  going  through.  I  did  get  e-mail  from 
a  friend  at  the  Enquirer  who  knew  both 
of  us.  She  was  thrilled  at  my  refusal  to 
name  a  source,  which  followed  his 
revealing  a  source,”  says  Craig. 

He  says  the  paper  has  provided  some 
information  to  prosecutors,  but  nothing 
that  can  be  traced  back  to  any  sources. 

“We  wanted  to  be  cooperative  and  not 
reveal  sources  at  the  same  time.  We  did 
give  30  pages  of  documents,  which 
backed  up  the  story  factually  but  could 


not  have  been  linked  back  to  sources.  We 
had  85  pages  of  documents,  and  my 
attorney  negotiated  with  the  prosecutor 
over  what  we  would  hand  over  and  not 
hand  over.  I  backed  up  the  facts  of  the 
story,  but  nothing  to  divulge  any  source. 
The  bottom  line  is  that  they  want  to  nail 
my  sources.  They  want  to  find  out  who’s 
causing  trouble,”  says  Craig. 

Janet  Leach,  who  was  managing  edi¬ 
tor  for  five  years  at  the  Enquirer  who  is 
now  editor  of  the  Beacon  Journal,  says 
Craig  did  the  right  thing. 

“The  Akron  Beacon  Journal  has  a  very 
long  history  of  being  quite  aggressive 
about  journalists  rights  and  open  records, 
the  First  Amendment,  privacy  and  so  it 
really  wasn’t  a  question.  The  Gallagher 
thing  never  came  up  in  my  discussions 
with  Jon.  We  did  talk  about  what  this 
could  mean  ...  I  thought  Jon  was  very 
brave.”  says  Leach. 

As  for  Gallagher,  Leach  says,  “I’m 
horrified  that  a  reporter  anywhere  would 
divulge  a  source,  and  it  just  appalls  me 
that  someone  I  worked  with,  that  1  would 
have  trusted,  is  actually  the  one  who 
revealed  the  source  apparently  to  avoid 
jail.  As  a  journalist,  it  takes  my  breath 
away.”  —  David  Noack 


Editor  Janet  Leach  applauds 
Craig,  scorns  Gallagher. 
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what  they  are  seeking  is  relevant  and  that 
other  sources  have  been  investigated  and  no 
alternatives  discovered. 

“The  courts  have  said  that  they  are  not 
going  to  convert  the  news  media  into  inves¬ 
tigators,  and  in  order  for  the  district  attor¬ 
ney  to  get  notes  or  television  outtakes,  they 
have  to  show  that  they’ve  exhausted  other 
avenues  and  can’t  get  it.  That  the  informa¬ 
tion  is  germane,  relevant,  and  important,” 
says  McCann,  who  is  also  a  member  of  the 
American  Bar  Association’s  National 
Conference  of  Lawyers  and  Repre¬ 
sentatives  of  the  Media. 

Richard  Hughes,  editor  of  The  Homes 
News  <5  Tribune  in  East  Brunswick,  New 
Jersey,  says  it  costs  him  about  $1,500  on 
average  to  make  a  subpoena  disappear. 
Normally,  this  is  just  for  attorneys’ 
fees  and  maybe  some  court  costs.  A 
full-scale  legal  battle  would  easily 
run  into  the  thousands  of  dollars. 

“You’ve  spent  anywhere  from  a 
couple  of  hours  to  10  or  12  hours  at 
$180  an  hour  Just  to  get  rid  of  some¬ 
thing  that  should  not,  under  any  cir¬ 
cumstances  have  been  attempted.  . . . 

The  minute  I  pick  up  that  phone  the 
clock  is  running.  Then  I  write  him  a 
letter  or  send  him  the  material.  The  attorney 
reviews  it.  He  then  either  calls  or  writes  the 
attorney,  and  if  that’s  not  successful,  you 
end  up  filing  a  motion  to  quash  the  subpoe¬ 
na.  If  it  indeed  ends  up  going  to  a  hearing, 
you’re  sending  an  attorney  to  court,”  says 
Hughes,  who  adds  they  typically  get  five  or 
six  subpoenas  annually. 

For  Phil  Lewis,  managing  editor  of  the 
Naples  (Fla.)  Daily  News,  one  of  his 
reporters.  Michelle  Worobec,  was  faced 
with  Jail  almost  three  years  ago  over  a  Jail- 
house  interview  with  a  man  charged  with 
murder. 

Worobec,  35,  now  assistant  city  editor, 
had  finished  her  story  and  a  few  days  later 
was  subpoenaed  by  defense  lawyers  for  one 
of  the  murder  defendants. 

“My  editors  called  me  into  the  office  and 
said,  ‘What  do  you  want  to  do?’  There  was 
no  pressure  on  me,  and  I  said,  ‘I’m  not 
going  to  testify’  and  they  told  me  they 
would  support  whatever  decision  I  made  to 
testify  or  not.  They  didn’t  try  to  plant  any 
sort  of  idea  one  way  or  the  other,”  says 
Worobec. 

Lewis  contends  that  whatever  the 
lawyers  in  the  case  wanted  they  could  get  in 
the  newspaper. 

“Our  argument  was  that  what  we  printed 
in  our  story  was  available  for  anybody  to 
use.  It  was  in  the  public  domain. 
Everything  we  knew  was  in  the  story,  and 
the  information  was  had  by  both  sides  in 
the  trial,”  says  Lewis. 


The  concern  at  that  time  was  that  Florida 
Judges  were  not  in  a  sympathetic  mood 
toward  reporters.  Just  three  days  earlier, 
David  Kidwell,  a  reporter  for  The  Miami 
Herald,  was  Jailed  in  Palm  Beach  County 
for  refusing  to  testify  about  a  1994  inter¬ 
view  with  an  accused  child  killer. 

Paul  McMasters,  ombudsman  at  The 
Freedom  Forum,  is  disappointed  over  the 
29%  response  rate  to  the  Reporters 
Committee  survey.  He  fears  news  managers 
aren’t  paying  close  enough  attention  to  the 
issue. 

“What  worries  me  the  most  about  this 
whole  thing  is  that  many  Journalists  and 
their  bosses,  both  in  broadcast  and  print, 
don’t  recognize  the  value  of  resisting  any 
and  all  subpoenas.  Many  of  them  will  say. 


‘This  stuff  is  on  the  record,  and  they  are  Just 
asking  for  what  we  published  or  broadcast, 
so  what’s  the  harm?”’  says  McMasters. 

For  the  most  part,  says  McMasters,  the 
only  weapon  at  a  newspapers’  disposal, 
besides  going  to  court  and  fighting  a  sub¬ 
poena.  is  to  try  to  get  weak  shield  laws 
strengthened  and  for  states  that  don’t  yet 
have  a  shield  law  to  get  lawmakers  to 
approve  one. 

While  most  news  organizations  disdain 
lobbying  the  government,  that’s  the  tack 
they  took  in  Minnesota  to  fix  the  state’s 
shield  law,  which  had  been  weakened  by 
court  rulings. 

Media  lawyer  Lucy  Dalglish  says  that 
before  the  state’s  shield  law  was  amended 
last  year,  newsrooms  in  the  state  became  a 
“source  of  first  resort”  for  lawyers  repre¬ 
senting  clients  involved  in  everything  from 
car  accidents  to  various  damage  claims. 

What  created  the  boom  in  civil  subpoe¬ 
nas  were  a  few  court  decisions  that  noncon- 
fidential  information  had  no  protection. 

In  an  effort  to  put  some  teeth  in  the 
shield  law,  the  Minnesota  Joint  Media 
Committee,  an  umbrella  group  of  newspa¬ 
per  and  television  stations,  the  local  chapter 
of  the  Society  of  Professional  Joumali.sts, 
media  lawyers,  and  even  librarians  decided 
to  lobby  lawmakers.  The  group  held  fund¬ 
raisers.  netting  $30,000,  and  hired  a  lobby¬ 
ist  to  toughen  the  law.  The  bulk  of  the 
money  came  from  the  state’s  newspaper 
and  broadcaster  associations. 


The  effort  paid  off,  says  Dalglish,  a  for¬ 
mer  reporter  and  editor  at  the  St.  Paul 
(Minn.)  Pioneer  Press. 

“We  hired  a  lobbyist  and  got  very  orga¬ 
nized  last  year  at  this  time  and  got  the 
shield  law  amended,  so  now  in  Minnesota 
there  is  an  absolute  privilege  in  civil  cases. 
You  cannot  go  and  get  outtakes,  notes,  con¬ 
fidential  sources,  if  you  were  a  civil  liti¬ 
gant,”  says  Dalglish. 

She  says  that  while  the  courts  seemed 
less  likely  to  back  press  protections,  state 
lawmakers  were  much  more  accommodat¬ 
ing  in  passing  the  changes,  with  little  oppo¬ 
sition.  Former  Gov.  Arne  Carlson,  however, 
let  the  bill  become  law  without  his  signa¬ 
ture,  raising  some  objections. 

“We  made  sure  that  at  no  time  did  a 
reporter  who  covered  the  legislature  partic¬ 
ipated  in  the  lobbying  effort.  I  think  Jour¬ 
nalists  who  use  the  alleged  lobbying  ‘con¬ 
flict’  are  usually  Just  too  lazy  to  get 
involved,”  says  Dalglish. 

Naples  Daily  News  managing  editor 
Lewis  says  he’s  aware  that  the  Florida 
Press  Association  hires  lobbyists  to  sway 
lawmakers,  but  he’s  uncomfortable  with 
that. 

“A  majority  of  our  lobbying  efforts  [for 
the  shield  law]  were  in  the  form  of  lead  edi¬ 
torials.  That,  in  my  opinion,  is  the  platform 
that  should  be  employed  by  newspapers,” 
says  Lewis. 

“What  we  did  find  is  that  legislators  and 
politicians  in  general  have  a  fairly  good 
understanding  of  how  the  media  works; 
they  understand  the  concept  of  confidential 
information;  they  understand  the  concept  of 
protecting  sources  and  the  need  for 
reporters  to  have  individual  integrity,”  says 
Dalglish. 

However,  McMasters  says  that  trying  to 
get  state  lawmakers  to  pass  a  shield  law  is 
an  uphill  battle. 

“Who  the  heck  is  going  to  go  to  bat  for 
the  media?  It’s  hard  to  make  the  abstract 
case.  It’s  easy  to  make  a  case  where  there  is 
a  crime  here,  and  the  media  can  be  a  big 
help  and  why  aren’t  they  a  big  help.  It’s 
hard  to  find  a  sympathetic  audience  among 
Judges  or  legislators,”  he  says. 

And,  within  the  last  two  weeks,  the  case 
of  Peter  Y.  Sussman,  a  Berkeley,  Calif.- 
based  freelance  writer,  has  highlighted 
these  problems. 

Over  the  last  few  months,  he’s  been  sub¬ 
poenaed  twice  by  the  California  state 
Attorney  General’s  office  for  10  years 
worth  of  notes,  documents  and  other  mate¬ 
rial  related  to  his  former  post  as  head  of  the 
Northern  California  chapter  of  the  Society 
of  Professional  Journalists  and  his  advoca¬ 
cy  to  overturn  a  ban  on  one-to-one  media 
inmate  interviews.  H 


Michelle  Worobec  faced 
jail  three  years  ago  for 
not  turning  over  her 
notes  from  a  jailhouse 
interview  after  she  was 
subpoenaed. 
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SUBPOENAS:  What  you  need  to  know 


This  Q8A  was  reprinted  with  the 
permission  of  the  Reporters  Committee 
for  Freedom  of  the  Press  (www.rcfp.org): 

Q.  What  is  a  subpoena? 

A.  A  subpoena  is  a  notice  that  you 
have  been  called  to  appear  at  a  trial,  depo¬ 
sition  or  other  court  proceeding  to  answer 
questions  or  to  supply  specified  docu¬ 
ments.  A  court  may  later  order  you  to  do 
so  and  impose  a  sanction  if  you  fail  to 
comply. 

Q.  Do  I  have  to  respond  to  a 
subpoena? 

A.  In  a  word,  yes. 

Ignoring  a  subpoena  is  a  bad  idea. 
Failure  to  respond  can  lead  to  charges  of 
contempt  of  court,  fines,  and  in  some 
cases,  jail  time.  Even  a  court  in  another 
state  may,  under  some  circumstances, 
have  authority  to  order  you  to  comply 
with  a  subpoena. 

Q.  What  are  my  options? 

A.  Your  first  response  to  a  subpoena 
should  be  to  discuss  it  with  an  attorney  if 
at  all  possible.  Under  no  circumstances 
should  you  comply  with  a  subpoena  with¬ 
out  first  consulting  a  lawyer.  It  is  impera¬ 
tive  that  your  editor  or  your  news  organi¬ 
zation’s  legal  counsel  be  advised  as  soon 
as  you  have  been  served. 

Sometimes  the  person  who  subpoenaed 
you  can  be  persuaded  to  withdraw  it. 
Some  attorneys  use  subpoenas  to  conduct 
“fishing  expeditions,”  broad  nets  cast  out 
Just  to  see  if  anything  comes  back.  When 
they  learn  that  they  will  have  to  fight  a 
motion  to  quash  their  subpoenas,  lawyers 
sometimes  drop  their  demands  altogether 
or  agree  to  settle  for  less  than  what  they 
originally  asked  for,  such  as  an  affidavit 
attesting  to  the  accuracy  of  a  story  rather 
than  in-court  testimony. 

Some  news  organizations,  particularly 
broadcasters  whose  aired  videotape  is 
subpoenaed,  have  deflected  burdensome 
demands  by  agreeing  to  comply,  but 
charging  the  subpoenaing  party  an  appro¬ 
priate  fee  for  research  time,  tapie  duplica¬ 
tion  and  the  like. 

If  the  person  who  subpoenaed  you 
won’t  withdraw  it,  you  may  have  to  fight 
the  subpoena  in  court.  Your  lawyer  will 


file  a  motion  to  quash,  which  asks  the 
judge  to  rule  that  you  don’t  have  to  com¬ 
ply  with  the  subpoena. 

If  the  court  grants  your  motion,  you’re 
off  the  hook  —  unless  that  order  is  itself 
appealed.  If  your  motion  isn’t  granted,  the 
court  will  usually  order  you  to  comply,  or 
at  the  very  least  to  disclose  the  demanded 
materials  to  the  court  so  the  judge  may 
inspect  them  and  determine  whether  any 
of  the  materials  must  be  disclosed  to  the 
party  seeking  them.  That  order  can  itself 
be  appealed  to  a  higher  court.  If  all 
appeals  are  unsuccessful,  you  could  face 
sanctions  if  you  continue  to  defy  the 
court’s  order.  Sanctions  may  include  fines 
imposed  on  your  station  or  newspaper  or 
on  you  personally,  or  imprisonment. 

In  many  cases  a  party  may  subpoena 
you  only  to  intimidate  you,  or  gamble  that 
you  will  not  exercise  your  rights.  By  con¬ 
sulting  a  lawyer  and  your  editors,  you  can 
decide  whether  to  seek  to  quash  the  sub¬ 
poena  or  to  comply  with  it.  This  decision 
should  be  made  with  full  knowledge  of 
your  rights  under  the  First  Amendment, 
common  law,  state  constitution  or  statute. 

Q.  They  won't  drop  it.  I  want  to 
fight  it.  Do  I  have  a  chance? 

A.  This  is  a  complicated  question. 

If  your  state  has  a  shield  law,  your 
lawyer  must  determine  whether  it  will 
apply  to  you,  to  the  information  sought 
and  to  the  type  of  proceeding  involved. 
Even  if  your  state  does  not  have  a  shield 
law,  or  if  your  situation  seems  to  fall  out¬ 
side  its  scope,  the  state’s  courts  may  have 
recognized  some  common  law  or  consti¬ 
tutional  privilege  that  will  protect  you. 
Each  state  is  different,  and  many  courts 
do  not  recognize  the  privilege  in  certain 
situations. 

Whether  or  not  a  statutory  or  other 
privilege  protects  you  in  a  particular  situ¬ 
ation  may  depend  on  a  number  of  factors. 
For  example,  some  shield  laws  provide 
absolute  protection  in  some  circum¬ 
stances,  but  most  offer  only  a  qualified 
privilege.  A  qualified  privilege  generally 
creates  a  presumption  that  you  will  not 
have  to  comply  with  a  subpoena,  but  it 
can  be  overcome  if  the  subpoenaing  party 
can  show  that  information  in  your  posses¬ 
sion  is  essential  to  the  case,  goes  to  the 
heart  of  the  matter  before  the  court,  and 
cannot  be  obtained  from  an  alternative. 


non-journalist  source. 

Some  shield  laws  protect  only  journal¬ 
ists  who  work  full-time  for  a  newspaper, 
news  magazine,  broadcaster  or  cablecast- 
er.  Freelancers,  book  authors,  scholarly 
researchers  and  other  “non-professional” 
journalists  may  not  be  covered  by  some 
statutes. 

Other  factors  that  may  determine  the 
scope  of  the  privilege  include  whether  the 
underlying  proceeding  is  criminal  or  civil, 
whether  the  identity  of  a  confidential 
source  or  other  confidential  information  is 
involved,  and  whether  you  or  your 
employer  is  already  a  party  to  the  under¬ 
lying  case,  such  as  a  defendant  in  a  libel 
suit. 

The  decision  to  fight  may  not  be  yours 
alone.  The  lawyer  may  have  to  consider 
your  news  organization’s  policy  for  com¬ 
plying  with  subpoenas  and  for  revealing 
unpublished  information  or  source  names. 
If  a  subpoena  requests  only  published  or 
broadcast  material,  your  newspaper  or 
station  may  elect  to  turn  over  copies  of 
these  materials  without  dispute.  If  the 
materials  sought  are  unpublished,  such  as 
notes  or  outtakes,  or  concern  confidential 
sources,  it  is  unlikely  that  your  employer 
has  a  policy  to  turn  over  these  materials 
—  at  least  without  first  contesting  the 
subpoena. 

Every  journalist  should  be  familiar  with 
his  or  her  news  organization’s  policy  on 
retaining  notes,  tapes  and  drafts  of  articles. 
You  should  follow  the  rules  and  do  so  con¬ 
sistently.  If  your  news  organization  has  no 
formal  policy,  talk  to  your  editors  about 
establishing  one.  Never  destroy  notes, 
tapes,  drafts  or  other  documents  once  you 
have  been  served  with  a  subpoena. 

In  some  situations,  your  news  organi¬ 
zation  may  not  agree  that  sources  or  mate¬ 
rials  should  be  withheld,  and  may  try  to 
persuade  you  to  reveal  the  information.  If 
the  interests  of  the  organization  differ 
from  yours,  it  may  be  appropriate  for  you 
to  seek  separate  counsel. 

Q.  Can  a  judge  examine  the  infor¬ 
mation  before  ordering  me  to  comply 
with  a  subpoena? 

A.  Some  states  require  or  at  least 
allow  judges  to  order  journalists  to  dis¬ 
close  subpoenaed  information  to  them 
before  revealing  it  to  the  subpoenaing 
party.  This  process,  called  in  camera 
review,  allows  a  judge  to  examine  all  the 
material  requested  and  determine  whether 
it  is  sufficiently  important  to  the  case  to 
justify  compelled  production. 
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NAA  launches  brand 
effort  for  classifieds 


by  David  Noack 

In  an  effort  to  fend  off  increasing  competi¬ 
tion  over  online  classified  advertising,  the 
Newspaper  Association  of  America 
(NAA)  unveiled  a  national  branding  effort  for 
online  classifieds.  The  announcement  was 
made  April  26  during  the  NAA  Annual 
Convention  held  in  San  Diego. 

The  initiative.  “Bona  Fide  Classified,”  is 
aimed  at  getting  consumers  to  use  newspa¬ 
per-originated  classified  ads  over  other 


www.bonafideclassfied.com 


sources  when  they  go  online.  The  competi¬ 
tors  range  from  Microsoft,  Yahoo!,  Auto-by- 
Tel,  and  even  eBay,  to  dozens  of  other  large 
companies  and  small  upstarts. 

Newspaper  executives  contend  that  con¬ 
sumers  identify  with  their  local  newspaper's 
classifieds.  What  they  are  now  trying  to  do  is 
extend  that  brand  loyalty  to  cyberspace.  The 
Bona  Fide  Classified  logo  will  appear  on 
Web  pages  that  feature  newspaper-originated 
classifieds.  The  NAA  hopes  the  logo  will 
become  analogous  to  a  “Good  Housekeeping 
Seal  of  Approval”  for  the  classified  industry. 

Protecting  classifieds  was  a  major  topic  at 
the  NAA  meeting.  For  newspapers,  classi¬ 
fied  advertising  gamers  $  1 8  billion  annually, 
or  almost  40%  of  overall  revenue. 

Computer  and  online  market  researchers, 
such  as  Forrester  Research  of  Cambridge, 
Mass.,  and  Jupiter  Communications  of  New 
York,  predict  online  classified  ad  sales  will 
explode  in  the  United  States  to  as  much  as 
$1.9  billion  by  2(X)2.  And  at  least  one  indus¬ 
try  analyst.  Bill  Bass  of  Forrester,  says  print 
newspapers  will  lose  10%  of  their  classified 
ads  to  online  competitors. 


Tony  Marsella,  NAA  vice  president  for 
classified  advertising,  says  the  new  brand¬ 
ing  venture  is  aimed  at  giving  online  news¬ 
paper  classified  ads  a  way  to  break  through 
the  online  clutter,  with  a  brand  that  provides 
consumers  with  a  “trustworthy,  functional 
marketplace  for  matching  buyers  and  sellers 
in  a  given  community. 

“It  gives  us  a  vehicle  for  transferring  the 
trust  and  loyalty  and  preference  that  con¬ 
sumers  feel  for  newspaper  classified  ads  to 
the  new  media  world.  It  is  also  a  means  of 
stepping  up  the  use  of  classified  ads  because 
they  have  even  greater  power  on  the  Web,” 
says  Marsella. 


The  branding  effort  includes  a  logo  that 
will  appear  somewhere  on  the  classified  ad 
Web  page,  depending  on  who  owns  the  page 
and  how  it’s  arranged.  For  example,  on  an 
NAA  newspaper  members’  Web  site  the  ad 
should  appear  at  the  bottom  of  the  Web  page 
or  it  can  also  appear  as  a  banner  ad  at  the 
top  of  the  page. 

If  the  Web  page  is  a  collective  classified 
ad  site,  the  mark  must  appear  with  each 
individual  newspaper  ad.  Non-newspaper 
ads  cannot  carry  the  seal. 

The  effort  to  create  a  national  brand  grew 
out  of  a  classified  federation  board  initiative, 
which  was  raised  in  late  1997.  Since  that 
time,  the  NAA  hired  Fleishman-Hillard,  a 
public  relations  firm  based  in  St.  Louis,  to 
study  classified  advertising  usage  and  the 
Internet.  The  research  shows  that  computer 
literate  members  of  the  21-to-4()-year-old 
target  market  prefer  newspaper  classifieds  to 
other  sources  of  classified  ads  and  like  going 
online  to  find  things  they  need. 


Pathfinder  loses  its  way 


by  Martha  L.  Stone 

Time  Warner  will  shut  down 
Pathfmder.com.  the  media  behemoth’s 
gateway  to  its  properties,  including 
Time.com,  Fortune.com,  People.com,  and 
CNN.com,  instead  allowing  each  individual 
brand  to  make  its  own  way  on  the  Internet. 

Pathfinder.com  was  launched  in  1994, 
well  before  the  portal  strategy  hit  its  stride. 
Since  then,  the  site  has  gone  through  a  tor¬ 
rent  of  management  changes  and  reinven¬ 
tions,  and  now  only  supplies  2%  of  the  traf¬ 
fic  to  individual  brands.  As  a  comparison, 
MSN.com  funnels  one-third  to  one-half  of 
the  traffic  to  its  brands,  including  Slate.com 
and  MSNBC.com. 

A  Time  Warner  spokesman  downplayed 
the  news,  saying  the  shutdown  is  “part  of 
the  natural  evolution  of  our  strategy  for  the 
past  18  months,”  including  the  promotion 
of  the  sites,  not  the  portal.  “From  a  con¬ 
sumer’s  point  of  view,  it’s  irrelevant,” 
claims  Graham  Cannon,  spokesman  for 
Time  Inc.  New  Media. 

But  analysts  don’t  see  it  as  irrelevant. 
They  applaud  the  long-awaited  decision, 
saying  Time  Warner  finally  acted  on  what 
big  and  small  brands  have  been  learning  on 
the  Web:  that  brand  names  count,  and 
unlikely  names  that  don’t  provide  clues  to 


the  content  within  the  site,  such  as 
Pathfinder,  are  doomed  to  fail. 

Darian  Heyman.  vice  president  for  busi¬ 
ness  development  at  Beyond  Interactive  in 
San  Francisco,  says  he  “preached”  to  Time 
Warner  executives  almost  three  years  ago 
about  changing  the  structure  of  the  Time 
Warner  sites  and  their  branding  strategy. 

Heyman  and  other  analysts  say  Time 
Warner  still  doesn’t  “get”  new  media,  and 
they  don’t  have  high  hopes  that  the  compa¬ 
ny  will  improve  upon  what  they  call  its 
notorious  inability  to  keep  talent  and  break 
out  of  the  bureaucratic  mode.  “It  took  Time 
Warner  a  very  long  and  expensive  time  to 
realize  that  starting  to  publish  online  is  not 
akin  to  starting  a  new  magazine,”  says  Vin 
Crosbie,  president  of  Digital  Deliverance. 
Greenwich,  Conn. 

It  may  take  until  the  end  of  the  year  to 
dismantle  the  site  because  of  the  significant 
coding  work  that  needs  to  be  done  to  detach 
the  magazine  sites  from  the  central 
Pathfinder  site. 

While  the  umbrella  site  will  be  tossed 
aside,  plans  are  in  the  works  to  expand  each 
magazine  brand  to  create  “vertical  portals” 
with  expanded  content  studded  with 
“sticky”  applications  that  keep  the  user  on 
the  site  like  chat,  e-mail,  and  e-commerce, 
according  to  Cannon. 
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Innovations  in  news: 
often  a  foreign  aifair 


by  Martha  L.  Stone 

When  asked  what  innovations  will 
most  benefit  the  newspaper 
industry  in  the  years  to  come, 
editors  and  publishers  around  the  globe 
name  the  Web  and  multimedia  applications 
first.  That’s  the  word  from  an  international 
newspaper  consulting  firm  that  has  identi¬ 
fied  nine  important  business  and  content 
developments  for  the  future  of  newspapers 
worldwide.  The  group  will  present  a  1(X)- 
page  report  at  the  World  Newspaper 
Congress  and  the  World  Editors  Forum  in 
Zurich  in  June. 

InnovAtion,  the  consultant  group  based 
in  Pamplona.  Spain,  and  Detroit,  conducted 
the  survey  of  120  high-profile  newspaper 
publishers  and  editors  from  33  countries. 
“All  over  the  world,  the  situation  is  depress¬ 
ing,  especially  in  developed  countries,  in 
terms  of  circulation,  advertising  [lineage], 
and  reader  satisfaction,”  says  Juan  Antonio 
Giner,  a  founder  of  InnovAtion.  "This  is  a 
positive  survey  because  we  found  cases  of 
excellence  —  newspapers  doing  well.” 

Giner  hopes  that  the  study  will  enlighten 
leaders  at  newspapers  worldwide  to  try  new 
techniques  and  technologies.  “The  newspaper 
industry  around  the  world  is  very  parochial.” 
Giner  says.  “They  don’t  look  around.  What 
we  are  trying  to  show  is  you  can  learn  a  lot 
from  newspapers  in  other  countries.” 

Ranked  as  the  highest  innovation  in  the 
survey  was  the  multimedia  newsroom  that 
integrates  newspaper,  radio,  TV,  cable,  and 
online  services.  Publishers  and  editors  who 
responded  thought  this  innovation  had  the 
strongest  promise  for  the  future. 

Second  among  top  innovations  were  new 
Web  sites  that  enable  papers  to  do  more 
sophisticated  investigative  reporting,  such 
as  database  searching. 

The  third  most  important  trend  was  the 
expansion  of  content  at  The  New  York 
Times.  “[The  newspaper]  is  increasing  the 
news  hole,  adding  news  supplements,  and 
is  more  comprehensive,”  Giner  says.  “They 
are  investing  in  expansion.” 

Close  behind  in  survey  rank  was  an 
experiment  at  the  Los  Angeles  Times 
encouraging  cooperation  between  market¬ 


ing  product  managers  and  editors.  But  at 
least  one  respondent  objected  to  the  prac¬ 
tice,  calling  it  editorial  “prostitution.” 

Tying  for  fourth  place  was  the  prolifera¬ 
tion  of  in-house  training  programs  for  edi¬ 
torial  staffers,  a  positive  development  in  an 
industry  that  generally  either  overlooked 
training  altogether,  or  only  concentrated  on 
the  business  side,  not  the  editorial  side  of 
the  aisle,  Giner  says. 

In  sixth  place,  respondents  liked  the 
daily  feedback  surveys  from  readers  of 
some  Latin  American  newspapers,  in  which 
reader  panels  of  about  150  tell  editors  what 
they  like  and  dislike  about  that  day’s  paper. 
That  feedback  is  used  to  improve  the  paper 
and  meet  the  needs  of  the  customer. 

Respondents  also  thought  the  growing, 
content-rich  weekend  newspapers  in  Britain 
and  Spain  are  worth  watching.  Meanwhile, 
multimedia-enabled  newspaper  infographics 
are  an  important  trend  for  news  Web  sites, 
according  to  survey  takers.  Washington- 
based  News  in  Motion  animates  the  print- 
based  graphics  for  online  news  editions. 
Giner  says.  Lastly,  respondents  thought 
Scandinavian  newspaper  design  —  a  strik¬ 
ing  blend  of  flexible,  effective,  and  elegant 
form  —  is  a  notable  innovation  from  the 
most-read  newspapers  in  the  world. 

Though  not  a  scientific  survey,  the 
InnovAtion  group  sought  to  rank  the  busi¬ 
ness  and  news  trends,  and  identify  what 
editors  and  managers  thought  about  innova¬ 
tions  in  the  industry.  “It’s  a  list  of  extreme¬ 
ly  influential  people,  who  are  known  per¬ 
sonally  or  by  reputation  as  people  interest¬ 
ed  in  this  kind  of  thing,”  says  Barry 
Sussman,  former  longtime  Washington  Post 
editor  and  InnovAtion  consultant  who  is 
helping  to  write  the  book  on  the  trends. 
“We  got  back  a  lot  of  response  and  open- 
ended  comments  and  suggestions  for  [50- 
60]  future  trends”  that  will  be  explored  at  a 
later  date,  he  says. 

Giner  notes  a  sense  of  urgency  for  news 
industry  change,  with  Jarring  profit  and  cir¬ 
culation  declines  that  should  wake  up  edi¬ 
tors  and  publishers  to  take  action.  “The  way 
to  react  is  trying  to  improve  your  opera¬ 
tion,”  he  says. 

Other  industry  analysts  concur  with 


InnovAtion’s  opinions.  “During  the  past 
three  decades,  publishers  and  editors  have 
grown  complacent  because  their  corpora¬ 
tions  are  profitable,  long  established,  and 
have  been  the  principal  means  of  dissemi¬ 
nating  news  for  two  centuries,”  says  Vin 
Crosbie,  president  of  Digital  Deliverance, 
a  news  industry  consulting  firm  based  in 
Greenwich,  Conn.  “They  are  only  begin¬ 
ning  to  realize  that  their  superficially 
robust  industry  is  on  the  brink  of  disaster.” 

Crosbie  points  out  that  European  and 
Asian  newspapers  innovated  the  use  of 
color  20  years  before  American  newspapers 
used  color,  and  should  look  to  newspapers 
around  the  world  for  other  innovations. 
“Foreign  newspapers  are  finding  ways  of 
.satisfying  their  readers,  ways  that  most 
American  newspapers  haven’t  yet  noticed 
or  discovered,”  he  says.  “There  is  absolute¬ 
ly  no  reason  why  American  newspapers, 
which  borrow  ideas  from  their  [domestic] 
compatriots,  shouldn’t  also  be  borrowing 
ideas  from  foreign  counterparts.”  H 


ExSfP  BRIEFS 


Cars.com  renews 
AOL  linking  deal 

Cars.com  has  extended  its  contract  with 
America  Online,  which  provides  links  to 
the  Web  site  owned  by  Classified  Ventures, 
the  Chicago-based  Web  company  owned 
by  eight  leading  newspaper  companies. 
Neither  Dulles,  Va.-based  AOL  nor 
Classified  Ventures  would  say  how  much 
AOL  is  receiving  for  the  links,  but  it  is 
believed  to  be  in  the  millions  of  dollars. 

Advance  teams 
with  Switchboard 

Advance  Internet  Inc.  of  Jersey  City, 
N.J.,  announced  it  will  integrate  cus¬ 
tomized  versions  of  Switchboard’s  business 
and  people  searches  into  its  nine  local  por¬ 
tals.  Business  searches  will  highlight  any 
local  merchants  who  buy  advertisements  in 
the  Switchboard  business  directory. 

Advance’s  established  sales  forces  will 
sell  the  placements  to  local  merchants. 
Advance  Internet  is  a  subsidiary  of 
Advance  Publications  Inc.,  owner  of  26 
newspapers  and  Conde  Nast  magazines. 
The  company’s  local  portals  include  New 
Jersey  Online,  Michigan  Live,  Cleveland 
Live,  and  Oregon  Live. 
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For  a  top  10  list,  ask 
Prico,  not  Lotterman 


by  Charles  Bowen 

Even  before  USA  TODAY  and  its  reg¬ 
ular  statistical  snapshots  of 
America,  we  journalists  have 
always  been  hungry  for  lists.  The  favorite 
soft  drinks  in  the  nation.  The  hottest  video 
rentals.  The  richest  people.  The  busiest 
airports.  The  most  dangerous  cities.  The 
best-selling  books  and  albums,  the  high¬ 
est-rated  television  shows,  and  the  biggest 
box-office  movies. 

Since  the  print  media  constantly  com¬ 
petes  against  television,  radio,  and  now 
the  Internet  for  readers’  ever-briefer 
attention  span,  the  economy  of  space 
afforded  by  a  well-conceived  Top  10  list 
makes  more  sense  all  the  time  for  side- 
bars  and  graphic  elements  throughout 
the  paper. 

Leave  it  to  a  good  librarian  to  know 
where  to  find  virtually  any  list  you  ever 
wanted.  Gary  Price  of  the  Gelman  Library 
at  George  Washington  University  in 
Washington.  D.C.,  operates  Price’s  List  of 
Lists,  a  phenomenal  gateway  to  rankings 
of  different  people,  organizations,  and 
companies.  The  material  comes  from  var¬ 
ious  sources,  such  as  magazines  like 
Forbes  and  Fortune,  technical  publica¬ 
tions  and  Journals,  and  original  online 
resources.  In  addition,  some  of  the  lists 
have  been  designed  to  be  interactive 
and/or  searchable,  providing  greater  utili¬ 
ty  than  the  printed  versions. 

To  browse  Price’s  extensive  collection, 
visit  the  site  (http://gwis2.circ.gwu.edu/ 
-gprice/listof.htm).  The  list  is  quite  long, 
more  than  45  single-spaced  pages,  were 
you  to  print  it  out,  so  don’t  do  that. 
Instead,  use  the  hyperlinks  at  the  top  of 
the  introductory  page  to  navigate  to  fre¬ 
quently  used  portions  of  the  list.  A  high¬ 
lighted  box  at  the  top  provides  links  to 
more  than  30  business  topics,  ranging 
from  chemicals,  the  computer  industry, 
contractors  and  credit  cards  to  sports,  tele¬ 
marketing,  and  transportation. 

Also  at  the  top  are  other  links  to  items 
such  as: 

•  Recent  Additions,  useful  for  frequent 
visitors  to  zero  in  on  the  latest  links. 


•  Bestseller  Lists,  focusing  on  book  lists 
from  The  New  York  Times,  Washington 
Post,  Los  Angeles  Times  and  international 
sources. 

•  Business,  for  everything  from  advertis¬ 
ing  facts  and  agriculture  production  to 
executive  salaries,  indexes,  housing  starts, 
and  real  estates  sales. 

•  Education,  such  as  university  rank¬ 
ings,  best  business  schools,  teachers’ 
pay,  and  more. 

•  Living,  including  city  rankings,  enter¬ 
tainment,  top  athletes,  and  so  on. 

•  Politics,  such  as  political  contributions, 
voting  records.  United  Nations,  and  more. 

•  Science,  covering  endangered  species, 
weather  disasters,  the  rain  forests,  etc. 

Besides  these  links,  you  can  simply  u.se 
the  scroll  bar  at  the  right  of  the  introduc¬ 
tory  screen  to  view  the  alphabetized  list. 
However  you  get  there,  click  on  a  high¬ 
lighted  hyperlinked  list  to  reach  the  origi¬ 
nal  resource,  which  is  almost  always  out¬ 
side  of  Price’s  list  gateway. 

For  example,  suppose  you  are  writing 
a  story  on  retail  stores  and  need  to  get  a 
rundown  on  the  top  10  retailers  in  the 
nation.  In  the  Business  portion  of  the 
list,  you  find  links  to  more  than  a  dozen 
lists  related  to  retailing,  including  “The 
Top  100  Retailers”  as  published  by 
Stores,  the  Magazine  for  Retail  Decision 
Makers.  Clicking  on  the  link  takes  you 
to  Stores’  own  site,  and  a  chart  that  pro¬ 
vides  data  such  as  volume,  earnings, 
units  sold,  and  comments. 

On  the  other  hand,  if  you  were 
researching  charities,  you  might  want  to 
browse  the  latest  information  on  the  most 
generous  Americans.  You  search  again  in 
the  “Business”  portion  of  the  list  and  see 
the  “Foundations/Corporate  Giving”  sec¬ 
tion,  where  among  more  than  a  half  dozen 
links  you  find  lists  by  Fortune  and  The 
American  Benefactor  as  well  as  The 
Chronicle  of  Philanthropy. 

Other  tips  for  using  Price’s  List  of  Lists: 
A  link  at  the  top  of  the  introductory 
screen  takes  you  to  the  Direct  Search 
page  for  links  to  more  than  800  search¬ 
able/interactive  list  tools  that  cover 
material  not  always  accessible  by  gener¬ 


al  search  tools.  A  subsequent  page 
offers  links  to  archives  and  library  cata¬ 
logs,  full-text  books,  government 
resources,  humanities  databases,  bibli¬ 
ographies,  science,  ready  references, 
and  related  topics. 

2  Looking  for  transcripts  of  recent 
speeches?  Price  maintains  a  Speech 
and  Transcript  Center  with  links  to  mate¬ 
rial  in  business,  government,  interna¬ 
tional  news,  professional  organizations, 
and  historical  speeches.  Of  particular 
interest  to  journalists  is  the  link  to 
“Television  and  Radio  Programs.”  which 
provides  online  reservoirs  of  transcripts 
from  CNN,  Nightline,  20/20,  Fox  News, 
the  McLaughlin  Group,  Meet  the  Press, 
the  National  Press  Club  luncheons, 
NewsHour,  and  others. 

3  Other  Gary  Price  creations  —  all 
linked  from  the  introductory  page  — 
include  NewsCenter  (for  Web  connec¬ 
tions  to  major  wire  services,  business 
news,  international  sites,  entertainment 
news  resources,  etc.)  Audio  on  the  Web 
(linking  to  streaming  audio  presentations 
around  the  world)  and  Congressional 
Research  Service  Reports  (for  connec¬ 
tions  to  assorted  Web  tools  for  research¬ 
ing  congressional  issues). 


Bowen  (charlesbowen@compu 
serve.com)  is  a  freelance  writer  based 
in  West  Virginia. 

Infonautics  to 
build  affiliates 


Infonautics  Inc.,  an  Internet  informa¬ 
tion  company,  has  announced  it  will  use 
MSN  LinkExchange’s  ClickTrade  service 
to  create  and  manage  an  affiliate  program 
for  its  Web  properties,  beginning  with 
www.companysleuth.com. 

The  newspaper  industry  works  with 
Infonautics  on  Electric  Library  (www.eli- 
brary.com),  a  database  that  includes  many 
newspapers’  archives.  The  company  plans 
to  eventually  incorporate  Electric  Library 
into  its  affiliate  program. 

ClickTrade  allows  Infonautics  to  track 
new  users  who  connect  and  register  on  its 
site  through  Web  sites  with  Infonautics’ 
links.  Infonautics  will  pay  fifty  cents  to 
affiliates  who  direct  new  registrants  to 
Company  Sleuth,  a  free  service  that 
tracks  down  hard-to-find  business  infor¬ 
mation  on  the  Internet. 
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‘Coke  is  It!’:  Anxious  newspapers 
hire  Coca-Cola  marketing  guru 


NAA  hopes  Sergio  Zyman, 

who  doubled  Coke’s  sales 

and  stock  price,  can 

discover  a  way  to  stop 

the  circulation  slide 

by  Joe  Nicholson 

The  Newspaper  Association  of  America 
(NAA)  has  hired  Sergio  Zyman,  the 
marketing  guru  behind  Coca-Cola's 
resurgence,  as  the  mastermind  of  a  $1 1.5  mil¬ 
lion  effort  to  see  if  techniques  used  to  sell  soft 
drinks  can  be  used  to  sell  newspapers. 

With  circulation  stagnant  or  declining  at 
many  newspapers,  the  tradition-bound  indus¬ 
try  is  switching  from  stodgy  promotions  into 
what  some  publishers  seem  to  view  as  mar¬ 
keting  outer  space  with  Sergio  Zyman. 

John  F.  Sturm,  NAA  president  and  CEO, 
introduced  Zyman  to  1,2(X)  participants  at 
the  group’s  annual  convention  last  week  in 
San  Diego,  saying,  “Ladies  and  gentlemen, 
everyone  in  this  room  knows  we  must  adapt 
and  we  must  change  in  order  to  succeed.” 

Richard  D.  Gottlieb,  the  outgoing  NAA 
chairman,  called  Zyman  “the  Mark 
McGwire  of  marketing.” 

Unlike  the  NAA  officials  who  stood  behind 
lectums  on  either  side  of  the  stage,  Zyman 
moved  electrically  around  the  stage,  captivat¬ 
ing  the  crowd  with  tales  of  his  exploits  at 
Coca-Cola.  He  drew  laughter  with  folksy 
humor,  bewilderment  at  his  New  Age  market¬ 
ing  terminology,  and  hopeful  applause. 

Zyman  led  Coca-Cola  marketing  for  more 
than  a  decade  and  spearheaded  the  launch  of 
Diet  Coke  as  well  as  the  campaigns.  “Coke  is 
It!”  and  “Always  Coca-Cola.” 

In  his  speech,  Zyman  said  he  helped 
boost  global  Coke  sales  from  nine  billion  to 
15  billion  cases  over  five  years.  People  in 
different  countries  bought  Coke  for  differ¬ 
ent  reasons,  he  said,  adding  that  poor  people 
in  one  country  viewed  Coke,  which  contains 
sugar,  as  food. 

When  he  took  several  questions  from  the 
stage  after  his  speech,  one  conference  par¬ 
ticipant  asked  Zyman  if  he  worried  about 
the  health  consequences  of  people  drinking 


too  much  Coke.  Zyman  replied  that  there 
was  "no  scientific  proof”  of  harm. 

After  Zyman  stepped  down  from  the 
stage,  he  was  surrounded  by  publishers  and 
executives  who  asked  earnest  questions 
about  what  they  should  do.  As  Zyman  had 
during  this  speech,  he  responded  with  a 
sweeping  description  of  his  marketing  phi¬ 
losophy  but  avoided  specific  prescriptions 
for  ailing  newspapers. 

In  an  interview  with 
E&P,  Zyman  says  he 
will  begin  by  “analyzing 
the  research”  that  already 
exi.sts  on  circulation  and 
the  public  perception 
about  what  is  newspa¬ 
pers’  “core  product.” 

Then  Zyman  plans  to 
obtain  additional  re¬ 
search  and  “build  a  tem¬ 
plate,”  or  model,  for 
newspaper  executives 
around  the  country  to 
use  in  building  circula¬ 
tion.  The  model,  he 
explains,  will  be  a 
“paint-by-the-numbers 
marketing  plan”  that  local  executives  can  use 
to  “increase  the  relevance  of  newspapers, 
increase  circulation.” 

Asked  how  well  local  newspaper  execu¬ 
tives  know  how  to  market  their  papers,  he 
says,  “I  don’t  know  the  answer  to  that.  My 
guess  is  it  is  varied. . . .  You  know,  you  news¬ 
paper  guys  are  involved  in  running  the 
presses  efficiently  and  getting  the  paper  out 
on  time.  Making  sure  you  do  whatever  you 
do.  There’s  very  little  time.” 

“The  marketing  people  at  newspapers 
are  sales  guys,”  he  adds.  “There  are  no 
branding  guys.” 

William  S.  Morris  III,  the  NAA’s  new 
chairman  and  the  owner  of  Augusta-based 
Morris  Communications  Corporation,  says 
Zyman  and  his  firm,  the  Z  Group,  were 
hired  as  consultants  “to  make  newspapers 
more  relevant  to  try  to  stop  the  downslide 
that  we’ve  had  in  readership. ...  We’ve  hired 
him  for  NAA  to  do  that.” 

NAA  president  Sturm  says  that  he  wasn’t 
ready  to  “predict”  the  industry  will  follow 


Zyman  but  adds,  “What  he  said  is  that  you 
have  to  be  constantly  reinventing  and  reposi¬ 
tioning  yourself.  And  I’m  not  so  sure  we’ve 
done  that  so  well  in  the  past.” 

Mark  Willes,  another  controversial  out¬ 
sider  when  he  took  over  the  Los  Angles 
Times,  praised  Zyman ’s  call  for  marketing 
as  “common  sense.” 

Willes  says  he  displayed  none  of  the  hesi¬ 
tancy  of  some  of  his  colleagues.  Zyman 
“understands  perfectly 
well  that  if  we  start  to 
market  this  business  in 
the  right  way,  we  can 
grow,”  says  Willes.  “We 
need  to  make  sure  we 
understand  who  we  are 
and  what  we  are,  and 
then  find  a  way  to  com¬ 
municate  that  to  our 
readers  and  potential 
readers.” 

Asked  how  well  the 
newspaper  industry  is 
doing  at  marketing 
itself,  Willes  .says, 
“We’re  doing  a  fairly 
mediocre  job  at  that. 
It’s  why  most  of  us  are  declining.”  Even  at 
his  own  newspaper,  Willes  says,  “We’re  still 
very  mediocre.” 

While  Willes  expresses  uncertainty  about 
whether  other  newspaper  executives  had  a 
good  grip  on  what  they  are  trying  to  sell,  he 
says,  “1  do  have  a  sense  of  what  we  are.  I 
don’t  know  about  other  papers.  What  we  are 
...  is  a  remarkable  paper  that  we  hardly  ever 
market.  And  we’ve  got  to  change  that.” 

Effective  marketing  involves  “a  dialogue 
with  your  customer,”  says  Willes.  “If  you 
have  a  rich  dialogue,  you  can  figure  out  how 
to  convince  them  that  you  have  something 
special,  and  at  the  same  time  you  can  figure 
out  how  you  have  to  change  so  you  do  have 
something  special.” 

For  four  years,  Willes  says,  he  has  been 
putting  the  pieces  in  place  to  begin  market¬ 
ing.  Explaining  the  delay,  he  says,  “Part  of  it 
is  a  matter  of  having  the  entire  organization 
believe  that  we  need  to  market  it.  And  part  of 
it  is  finding  cost  savings  in  other  parts  of  the 
operation,  so  we  have  the  money  to  invest  in 


Sergio  Zyman 
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marketing.  ...  It’s  very  hard  to  swing  an 
entire  organization  around  and  get  both  the 
attitude  right  and  then  the  skill  set  right  and 
the  cost  structure  right  so  you  can  do  it.” 

Several  of  Willes’  top  aides  who  left  in 
recent  months  were  "people  who  weren’t 
convinced  that  the  strategy  that  we  want  to 
follow  is  right,”  he  reveals.  While  he  has 
faced  resistance  to  his  plans.  Willes  says 
there  is  “not  any  more.” 

“The  paper  is  really  so  large  and  complex 
that  we  think  we’ve  got  to  take  individual 
pieces  of  it  and  market  it  to  relevant  audi¬ 
ences,”  he  says.  The  project,  he  says,  is 
“starting  right  now.” 

NAA  is  allocating  $3  million  immediately 
to  the  Zyman-led  campaign  and  announced 
the  remaining  funding  “will  be  secured 
through  newspaper-company  contributions.” 

On  the  day  Zyman’s  hiring  was 
announced.  NAA  revealed  the  beginning  of 
the  last  of  four  rounds  of  a  national  ad  cam¬ 
paign  aimed  at  building  readership.  The 
campaign  was  created  by  New  York-based 
Della  Femina/Jeary  &  Partners,  which  NAA 
says  will  continue  as  a  consultant. 

At  an  NAA  news  conference  after 
Zyman’s  speech,  NAA  officials  did  not 
directly  answer  questions  about  how  much 
Zyman  would  be  paid.  When  chairman 
Gottlieb  was  asked  if  funds  NAA  previou.s- 
ly  spent  on  Della  Femina/Jeary  &  Partners 
would  be  used  to  pay  Zyman,  he  said,  “I 
answered  all  I’m  going  to  answer.” 

NAA  president  Sturm  says  one  way 
Zyman  has  talked  of  boosting  circulation  was 
persuading  those  who  are  “sometimes”  buy¬ 
ers  of  newspapers  to  buy  them  more  often 

NAA’s  Zyman-led  readership  initiative 
was  planned  with  several  partners:  the 
American  Society  of  Newspaper  Editors, 
the  Newspaper  Management  Center  of 
Northwestern  University,  and  the 
McCormick  Tribune  Foundation.  Hi 

NY  Daily  News’ 
ups  and  downs 

It  was  three  days  of  ups  and  downs  at  the 
New  York  Daily  News,  especially  in  the 
newsroom  and  advertising  department. 

On  Sunday,  April  1 1 ,  the  tabloid’s  upscale 
neighbor.  The  Nen-  York  Times,  published  a 
lengthy  report  suggesting  financial  problems 
at  the  privately-held  Daily  Nen’s  might  be  so 
severe  that  its  options  could  include  sale  or 
bankruptcy.  The  headline  said.  “The  News  at 
The  Daily  News  is  Not  Good. 

The  next  day,  it  was  announced  that  the 


Daily  News  had  won  the  1998  Pulitzer  Prize 
for  editorial  writing,  the  newspaper’s  third 
Pulitzer  in  four  years.  The  first  two  were  won 
by  writers  who  were  columnists  at  the  paper. 

And  a  day  later,  the  Daily  Nevi  s  promot¬ 
ed  Marie  DePris  to  the  newly  created  posi¬ 
tion  of  senior  vice  president  strategic  mar¬ 
keting  and  sales,  and  Francine  Frede  to  vice 
president  of  national  advertising. 

The  cycle  began  with  the  Times  report 
that  the  Daily  Nevus'  Sunday  circulation  had 
dropped  from  about  one  million  in 
December,  1995,  to  8 15,000  last  September, 
mostly  as  a  result  of  a  new  Sunday  edition 
published  by  the  New  York  Post,  the  Daily 
News'  tabloid  archrival. 

In  another  reverse,  a  breakdown  of  new 
pressroom  equipment  forced  the  paper  to 
spend  $2  million  on  repairs  and  for  press¬ 
room  overtime.  A  third  reverse  came  with 
the  loss  of  a  labor  arbitration,  which  resulted 
in  nine  craft  unions  winning  $18.5  million 
this  year  and  millions  more  in  the  future. 

The  Daily  News  responded  with  efforts 
to  control  exfienses  that  included  withdraw¬ 
al  of  its  only  reporter  from  the  Balkans  and 
a  freeze  on  reporters’  salaries  for  the  rest  of 


the  year,  reported  the  Times. 

In  addition,  reporters  were  instructed  to  get 
approval  before  they  take  a  source  to  lunch. 

Nonetheless.  Fred  Drasner,  co-owner  with 
Mort  Zuckerman  of  the  Daily  Nevis,  dis¬ 
missed  questions  from  the  Times  about  a  sale 
or  bankruptcy,  saying.  “Those  are  the  lea.st 
agreeable  options.”  The  Pulitzer  Prize  came 
the  day  after  the  Times  story  and  a  day  before 
the  paper  announced  the  promotions  of 
DePris  and  Frede.  DePris  will  be  responsible 
for  “growing  existing  advertising  and  circula¬ 
tion  business  through  the  development  of  cus¬ 
tomized  integrated  marketing  campaigns,” 
the  paper  said.  She  also  plans  to  create  new 
sales  and  marketing  programs  on  the  Web. 

DePris,  who  Joined  the  Daily  Nens  two 
years  ago  as  vice  president  consumer  market¬ 
ing.  had  been  vice  president  U.S.  promotions 
at  Livent  and  vice  president  of  promotions  at 
Radio  City  Productions.  In  addition,  she  held 
various  positions  at  Ogilvy  &  Mather  Public 
Relations.  Frede  has  held  an  array  of  Daily 
Nevi’s  ad  positions  over  the  last  20  years  and 
will  handle  national  automotive,  telecom- 
munciations,  health  service,  and  package 
goods  advertising.  —  Joe  Nicholson 
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Schulz,  MacNelly,  Mauldin 
speeches  and  ‘women  in 
cartooning’  panel  among 
events  at  May  6-9  meeting 


characters  of  Willie  and  Joe,  was  distrib¬ 
uted  by  King  Features’  North  America 
Syndicate  when  he  retired  from  editorial 
cartooning  in  1992. 

May  7  is  also  the  day  of  the  women  in 
cartooning  panel,  which  will  be  moderat¬ 
ed  by  “Stone  Soup”  creator  Jan  Eliot  of 
Universal  Press  Syndicate  and  feature  six 
other  female  artists. 

On  May  8,  the  NCS  will  present  its 
53rd  annual  Reuben  Award  to  the  year’s 
top  cartoonist.  The  three  nominees  are 
“Rose  is  Ro.se”  creator  Pat  Brady  of 
United,  “Mutts”  creator  Patrick 
McDonnell  of  King,  and  graphic  novelist 
Will  Eisner.  Eleven  division  prizes  and  a 
lifetime  achievement  award  will  also  be 
presented. 


Schulz,  Jeff  MacNelly,  and  Bill  Mauldin, 
who  will  give  separate  talks  discussing 
their  work  and  cartooning  in  general. 

Schulz,  76,  is  the  creator  of  “Peanuts,” 
the  United  Feature  Syndicate  comic  that 
turns  50  next  year.  It  appears  in  about 
2,600  papers  worldwide. 

MacNelly,  51,  of  the  Chicago  Tribune 
and  Tribune  Media  Services,  does  the 
“Shoe”  strip,  illustrations  for  Dave 
Barry’s  column,  and  editorial  cartoons 
that  won  Pulitzer  Prizes  in  1972,  1978, 
and  1985. 

Mauldin,  77,  received  two  Pulitzers 
(1945,  1959)  during  a  career  that  includ¬ 
ed  stints  at  the  St.  Louis  Post-Dispatch 
and  Chicago  Sun-Times.  The  creator,  per¬ 
haps  best  known  for  his  World  War  11 


by  David  Astor 


Three  renowned  cartoonists  are 
speaking  and  three  others  are  up  for 
a  major  award  at  this  week’s 
National  Cartoonists  Society  (NCS)  meet¬ 
ing  in  San  Antonio,  Texas. 

The  May  6-9  gathering  also  features  a 
number  of  other  events,  including  a  panel 
discussion  on  women  in  cartooning. 

The  trio  of  May  7  keynoters  are  Charles 


‘Zorro’  galloping 
into  newspapers 

A  “Zorro”  strip  has  been  introduced  by 
Creators  Syndicate. 

It’s  written  by  comic  book  author  Don 
McGregor  and  illustrated  by  comic  book 
artist  Thomas  Yeates.  Clients  include  the 
New  York  Daily  News,  Salt  Lake  Tribune, 
and  Seattle  Times. 

The  Zorro  character  has  starred  in 
books,  movies  (including  a  1998  film  with 
Antonio  Banderas),  and  TV  shows 
(including  an  animated  series  that  was 
launched  in  1997). 
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Zorro  makes  a  point  in  this  episode  from  the  new  Creators  comic  strip. 


Forecasts”  by  Sam  Garber,  who  writes 
twice  weekly. 


Johnston  of  United  Media  has  a  new  Web 
site  (www.FBorFW.com). 

Johnston  will  discuss  the  site  and  her 
comic  on  America  Online’s  Women’s 
Chat  Channel,  May  4  from  8-8:30  EST. 


United  site  adds 
WPWG  comics 

United  Media’s  Web  site  is  adding  six 
Washington  Post  Writers  Group  comics, 
including  “Non  Sequitur”  and  “Pickles.” 

This  comes  several  weeks  after  the  site 
(www.comics.com)  added  strips  and  pan¬ 
els  from  Creators  Syndicate. 


TMS  introduces 
trio  of  features 


Choice  resigns 
as  Universal  v.p 


Tribune  Media  Services  has  introduced 
three  new  columns  for  newspapers  and 
Web  sites.  They  include: 

•  “It’s  Your  Business”  by  Tom  Culley, 
who  writes  weekly  about  small  business. 

•  “Dispatches  from  Ground  Zero”  by  Joe 
Salkowski,  columnist  for  StarNet  {Arizona 
Daily  Star).  His  weekly  feature  discusses 
technology’s  influences  on  our  culture. 

•  “Garber’s  Gurus:  Financial  Market 


Harriet  Choice  resigned  April  30  as 
vice  president  of  editorial  special  services 
at  Universal  Press  Syndicate. 

Choice  says  she  left  because  she  didn’t 
want  to  move  to  the  syndicate’s  Kansas 
City  headquarters  when  it  decided  to  close 
its  Chicago  office.  She  adds  that  she  wants 
to  pursue  other  opportunities,  including 
serving  as  a  consultant  to  newspapers  and 


‘Better’  comic 
site  iaunched 

“For  Better  or  For  Worse”  by  Lynn 
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possibly  starting  a  creative  management 
company  and  packaging  books. 

“It’s  been  a  good  association,  and  I  par¬ 
ticularly  liked  working  with  [Universal 
president]  John  McMeel,”  says  Choice. 
“But  there  are  things  I  want  to  do  and 
explore  on  my  own.” 

Choice  will  continue  to  handle 
“Primary  Color,”  which  Universal  distrib¬ 
utes  to  over  250  newspapers.  She  created 
the  text/photo  package  in  1986.  two  years 
before  becoming  a  Universal  executive. 
Choice  still  edits  the  travel  and  home  por¬ 
tions  of  “Primary  Color,”  which  also 
includes  food  and  fashion  material. 

She’s  also  proud  of  helping  to  bring 
Universal  such  features  as  Aaron 
McGruder’s  new  “Boondocks”  comic,  the 
“Motley  Fool”  investment  column,  and 
Leslie  Laurence’s  late  “Her  Health”  col¬ 
umn,  which  Choice  believes  helped 
increase  newspaper  coverage  of  women’s 
health  issues.  She  adds  that  a  disappoint¬ 
ment  was  the  1997  demise  of  Connect- 
Time,  for  which  she  was  founding  editor. 
The  syndicated  newspaper  magazine, 
which  covered  computers  and  the  Internet, 
had  trouble  attracting  national  ads  and 
folded  after  14  months  of  publication. 

Earlier  in  her  career.  Choice  spent  17 
years  at  the  Chicago  Tribune  in  positions 
such  as  arts  editor,  executive  travel  editor, 
and  jazz  critic. 

“I  wish  we  could  have  kept  her,”  says 
McMeel.  “She’s  been  extremely  valuable 
to  us.  Harriet  is  a  solid  editor.  And  talk 
about  thinking  outside  of  the  box  —  she’s 
always  looking  for  a  different-twist 
approach.”  He  adds  that  Choice  will  not 
be  replaced.  —  David  Astor 

Draper  Hill  out 
at  Detroit  News 

Editorial  cartoonist  Draper  Hill  is  gone 
from  The  Detroit  Neva’s  after  23  years. 

Hill,  63,  declined  to  comment  when 
reached  at  his  Michigan  home,  but  indus¬ 
try  sources  say  they  believe  the  former 
Association  of  American  Editorial 
Cartoonists  (AAEC)  president  was  forced 
out  by  the  NeH’s.  They  could  not  say  why, 
however. 

The  current  AAEC  president,  Joel  Pett 
of  the  Lexington  (Ky.)  Herald-Leader  and 
North  America  Syndicate,  says:  “It’s  a 
shame  Draper  was  treated  with  such  a  lack 


of  dignity.  He’s  a  really  dedicated  practi¬ 
tioner  of  the  craft  and  Just  about  the  kind¬ 
est  and  most  generous  gentleman  it  has 
been  my  pleasure  to  know  in  the  business. 
It’s  a  real  loss  to  editorial  cartooning.” 

News  editorial  page  editor  Thomas 
Bray  would  not  answers  questions  about 
the  circumstances  surrounding  Hill’s 
departure.  “We  don’t  comment  on  per¬ 
sonnel  matters,”  he  says,  adding  that  the 
News  is  searching  for  a  replacement. 

Hill  joined  the  News  in  1976  after 
stints  at  the  Memphis  Commercial 
Appeal  and  Worcester,  Mass.,  Telegram. 
He  was  formerly  syndicated  by  King 
Features  and  has  been  reprinted  in  papers 
such  as  The  New  York  Times  and  The 
Washington  Post. 

The  magna  cum  laude  Harvard  gradu¬ 
ate  is  also  an  editorial  cartooning  histori¬ 
an  who  has  authored  books  on  British 
caricaturist  James  Gillray  and  is  working 
on  a  Thomas  Nast  biography. 

—  David  Astor 

Babin  will  be 
Bee  cartoonist 

Editorial  cartoonist  Rex  Babin  moved 
to  The  Sacramento  Bee  May  1  after  a 
decade  at  the  Albany,  N.Y.,  Times  Union. 


Etcetera  ... 

Joel  Pett  has  won  the  Robert  F. 
Kennedy  Journalism  Award  and  Clay 
Bennett  the  National  Headliner  Award 
for  editorial  cartooning.  Pett  is  with  the 
Lexington  (Ky.)  Herald-Leader  and 
North  America  Syndicate,  and  presi¬ 
dent  of  the  Association  of  American 
Editorial  Cartoonists.  Bennett  is  with 
The  Christian  Science  Monitor  and  the 
United  Media-distributed  Christian 
Science  Monitor  News  Service  ... 
Another  editorial  cartoonist,  Mike 
Peters,  participated  in  the  U.S.  Defense 
Department’s  Joint  Civilian  Orientation 
Conference  last  week.  Peters,  whose 
participation  included  a  briefing  by 
Defense  Secretary  William  Cohen  and 
visits  to  military  installations  across  the 
country,  plans  to  use  the  experience  for 
a  special  series  of  cartoons.  The  U.S. 
Army  veteran  is  with  the  Dayton  Daily 


"There’s  a  ton  of 
great  subject  matter 
in  California,”  says 
the  North  America 
Syndicate  creator, 
who  adds  that  he’s 
happy  to  still  be 
based  in  a  state 
capital. 

“It’s  a  natural 
segue  for  him,” 
notes  Judith  Brown, 
administrative  assistant  in  the  Bee's  edito¬ 
rial  and  opinion  pages  department.  She 
adds  that  Babin,  36,  was  chosen  over 
nearly  100  other  applicants. 

The  cartoonist  is  returning  to  the  state 
where  he  grew  up  and  attended  college 
(San  Diego  State  University).  He  went  on 
to  work  for  the  Costa  Mesa,  Calif.,  Daily 
Pilot  and  The  Denver  Post  before  joining 
the  Times  Union. 

Babin  replaces  Dennis  Renault,  who 
retired  in  December  after  27  years  with 
the  Bee  but  continues  to  contribute  car¬ 
toons  periodically,  according  to  Brown. 

Times  Union  editor/opinion  pages 
Joann  Crupi  says  the  paper  will  replace 
Babin  but  hasn’t  found  a  successor  yet. 
“We’re  sorry  to  see  him  go,”  she  adds. 
“Rex  was  a  strong  presence  on  our 
pages.”  —  David  Astor 


News  and  Tribune  Media  Services, 
which  also  syndicates  Peters’  “Mother 
Goose  &  Grimm”  comic  ...  Online 
USA  has  signed  a  distribution  agree¬ 
ment  with  NewsCom.  The  Santa 
Monica,  Calif.-based  digital  photo  wire 
service  (www.onlineusa.com)  will  con¬ 
tinue  distributing  to  its  200-pIus  clients 
while  also  marketing  photos  globally 
via  the  NewsCom  electronic  delivery 
service  ...  The  Los  Angeles  Times 
Syndicate’s  weekly  “Global  View¬ 
point”  service  has  been  oITering  extra 
columns  about  the  Kosovo  crisis  ... 
William  Dickinson,  68,  editorial  direc¬ 
tor/general  manager  of  the  Wash¬ 
ington  Post  Writers  Group  from  its 
1973  founding  to  1991,  has  been 
named  to  the  Manship  Chair  in  mass 
communication  at  Louisiana  State 
University.  The  two-year  appointment 
starts  this  fall. 


Rex  Babin 
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New  products  to  create, 
sell,  and  transmit  ads 


Using  the  Web  to  access 
ideas  and  art  for  spec  ads 
and  to  deliver  and  manage 
ads  in  any  format 

by  Jim  Rosenberg 

The  World  Wide  Web  plays  a  central 
role  in  two  very  different  offerings 
for  ad  departments.  Each  goes  well 
beyond  its  most  obvious  production-side 
file-delivery  functions  by  adding  value  in 
support  of  ad  sales. 

Newspaper  ad-production  outsourcer 
AdOut’s  "The  Spec  Dept.”  was  formally 
released  a  month  ago.  on  the  last  day  of 
the  America  East  conference  and  trade 
show,  in  Hershey,  Pa.  At  the  same  event, 
but  not  on  the  show  floor,  Online  Market¬ 
ing  Specialists  Inc.  promoted  its  DART  ad 
delivery  and  communication  system. 

SHOW  AND  SELL 

Jeff  Turner,  founder  and  CEO  of  AdOut, 
Van  Nuys,  Calif.,  sought  an  “alternative  to 
traditional  distribution  of  spec  art  and  ads” 
after  finding  that  newspapers  still  rely  on  a 
disorganized  array  of  sources  and  storage 
for  their  advertising  clip  art.  "The  time  has 
come,”  he  says,  “for  this  type  of  thing  to 
happen  in  the  newspaper  industry.” 

Devised  as  much  as  a  sales  aid  as  a  pro¬ 
duction  convenience,  the  Internet-based 
subscription  network  enables  laptop- 
equipped  sales  reps  to  immediately  call  up 
successful  ads  and  suitable  art. 

Together,  says  Turner,  a  salesperson  and 
a  prospective  advertiser  can  explore  what’s 
available  and  what  has  worked  for  others. 
The  rep  can  then  return  with  something  to 
show  ad  production  beyond  a  rough  sketch 
or  explanation  of  the  client’s  idea. 

Unlike  books  or  compact  discs.  The 
Spec  Dept,  offers  multiple-user  access. 
Monthly  fees  for  unlimited  access  range 
from  $50  for  subscribers  with  circulations 
under  20,000  to  as  much  as  $495  for  those 
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with  circulations 
exceeding  250,(XX). 

The  library  of  ads 
and  artwork  consists 
of  five  sections:  two 
of  tear  sheets,  one 
with  templates,  an¬ 
other  containing 
images,  and  a  section 
related  to  co-opera¬ 
tive  advertising 
opportunities. 

Searches  can  utilize 
about  80  categories, 
such  as  keyword, 
size,  sea.son.  or  holi¬ 
day.  Searches  deliver 
thumbnail  images. 

Tear  sheet  sections 
include  AdOut’s  own  most  effective  ads 
from  the  past  10  years  (www.thes- 
pecdept.com/sampsearch.asp)  and  a  show¬ 
case  of  the  best  ads  from  newspapers 
nationwide.  AdOut  also  created  a  .section 
of  spec  templates  that  can  be  modified 
using  the  company’s  ACE  Engine  or  tradi¬ 
tional  techniques.  ACE  was  designed  to 
automate  creation  of  template-oriented 
text-and-image  ads.  The  company  says  it 
frequently  updates  the  ad  image  section. 

In  the  co-op  section,  users  can  review 
manufacturers’  co-op  advertising  pro¬ 
grams  for  various  prrxlucts,  then  link  to 
particular  sites  to  find  in-market  retailers 
of  the  relevant  brands.  AdOut,  says  Turner, 
meets  with  manufacturers  to  develop  suit¬ 
able  ad  templates  for  their  co-op  ads  which 
users  can  then  download. 

The  co-op  section,  says  Turner,  “is 
directed  both  toward  ad  production  and  ad 
sales”  by  helping  connect  staffers  with  ad 
sales  opportunities  and  providing  the  tools 
to  work  up  the  ads. 

By  year’s  end.  Turner  expects  the 
library  to  contain  approximately  10,000 
ideas  for  ads.  He  says  The  Spec  Dept,  has 
been  loading  about  40  ads  and  images 
daily  and  he  expects  the  rate  to  rise. 


The  Spec  Dept,  relied 
on  input  from  several 
Gannett  papers  that 
examined  the  service 
before  its  release.  Though 
it  was  a  prototype  that 
could  not  be  used  in  pro¬ 
duction,  “the  feedback 
has  been  very,  very 
good,”  says  Gannett 
advertising  technology 
director  Lori  Hinterleiter. 
"Overall,  we  really  think 
it’s  a  great  concept,”  she 
says,  adding  that  AdOut 
was  "very  responsive”  to 
suggestions.  For  example, 
downloadable  ad  files 
originally  only  in  Multi- 
Ad  Creator2  format  may  also  be  made 
available  in  the  earlier  Creator  and  Quark¬ 
XPress  formats. 

To  Rob  Paz.  ideas  are  more  important 
than  the  availability  of  the  files.  “Even  if 
we  have  to  redo  the  ad,  I  don’t  have  a  prob¬ 
lem  with  that,”  says  the  ad  director  for  the 
21.50()-circulation  Public  Opinion,  in 
Chambersburg,  Pa. 

Noting  that  formats  are  being  tested. 
Paz  says,  "The  value  to  me  is,  ‘show  me  a 
bunch  of  ads’”  that  staff  can  show  and  sell. 

Creator2  fomiats  were  enough  to  keep 
The  Journal  News,  White  Plains,  N.Y., 
from  signing  for  The  Spec  Dept,  because 
"we  have  not  upgraded  to  that.”  says 
advertising  quality  manager  Tessa  Garcia. 

Ten  separate  newspapers  until  consoli¬ 
dated  last  fall,  the  four-edition,  six-section, 
151.695-circulation  Journal  News  serves 
New  York  City’s  three  northern  suburban 
counties.  When  it  converts  to  Creator2. 
Garcia  expects  to  “benefit  greatly”  from 
The  Spec  Dept,  because  “specs  sell  new 
business.” 

Of  the  approximately  45  people  Garcia 
manages  in  creating  ad  work,  ensuring 
black  and  color  image  quality,  and  receiv¬ 
ing  digital  ad  files,  about  half  are  designers 
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working  day  and  night  shifts  on  G3  Macs 
with  Internet  access  —  so  they’re  ready  for 
The  Spec  Dept,  when  the  time  comes. 

Garcia  said  she  discussed  the  service 
with  staffers.  Rather  than  feeling  threat¬ 
ened  with  a  loss  of  creativity,  she  said,  they 
anticipated  having  more  time  to  create  bet¬ 
ter  final  work. 

It  is  important,  says  Garcia,  because  any 
time  sales  staffers  ask  for  spec  ads,  “we 
cannot  turn  them  around  quick  enough, 
especially  during  the  heavy  holiday  sea¬ 
son.  And  spec  ads,  of  course,  “take  a  back 
seat  to  a  live,  paid  ad,”  she  remarks. 

Based  on  budget  and  other  client  infor¬ 
mation.  says  Garcia,  “a  designer  can  scroll 
through  the  site  and  just  pick  and  chose 
what  they  want”  rather  than  redesigning 
from  scratch  until  a  client  is  satisfied. 

Though  there  is  no  corporate-level  com¬ 
mitment.  some  of  the  seven  Gannett  dailies 
that  looked  at  The  Spec  Dept,  at  its  launch 
are  among  the  service’s  first  subscribers. 

Hinterleiter  says  she  likes  the  head  start 
The  Spec  Dept,  provides  in  creating  big, 
complex  ads.  Downloaded  ads  can  serve  as 
templates  for  the  use  of  copy  and  art  sup¬ 
plied  by  local  advertisers.  “That  was  really 
appealing  on  the  automotive  side,”  she  says. 

“From  the  sales  side,  we  think  it’s  Just 
as  great,”  she  adds,  noting  that  ads  can  be 
printed  out  as  samples  or  ideas  that  can  be 
taken  on  sales  calls  or  called  up  and 
browsed  on  a  laptop  in  a  prospective 
advertiser’s  office. 

The  "basic  idea,”  says  Paz.  is  to  “pump 
up  the  volume  of  ideas  that  we  can  pro¬ 
vide  our  customers.”  Pointing  out  that 
images  aid  sales  by  aiding  memory,  he 
remarks.  “God  knows  we  talk  too  much. 
We  need  to  show  pictures.” 

His  daily,  in  south-central  Pennsylvania, 
not  far  from  Hershey,  signed  up  for  The 
Spec  Dept,  two  weeks  ago  after  learning  of 
the  product  at  the  Gannett  ad  directors’ 
meeting  shortly  before  America  East.  Just 
days  ago  it  went  online  to  the  service  and 
awaited  a  presentation  by  an  AdOut  exec¬ 
utive  and  installation  of  two  more  lines  for 
Internet  connections. 

Already  convinced  of  the  value  of  spec 
ads  based  on  its  own  experience,  the  staff 
was  ready  to  run  with  the  service.  “If  I  give 
them  the  tools,  they’ll  use  them,”  says  Paz. 

“I  expect  almost  dam-near  immediately 
to  start  using  some  of  these,”  he  says  of  the 


available  art  and  tear-sheet  samples.“We 
have  ample  artists.”  he  adds,  “but  we  get 
bogged  down  in  prioritizing  their  time.” 

Attributing  much  of  his  paper’s  business 
to  “the  good-quality  spec  ads  we’re  ship¬ 
ping,”  but  also  pointing  to  the  amount  of 
time  needed  to  create  the  ads,  Paz  says  that 
“when  our  volume  suffers  in  that  regard, 
it’s  a  direct  relation  to  revenue.” 

He  figures  a  single  ad  monthly  will 
cover  the  subscription  cost. 

Turner  says  AdOut  is  considering  a  live 
chat  area  within  The  Sptec  Dept.,  where 
subscribers  can  post  samples,  share  ideas, 
discuss  problem  accounts  or  ask  for  help. 

MOVING  AND  MANAGING  ADS 

Add  another  name  to  the  crowd  of  con¬ 
tenders  for  the  business  of  digital  delivery 
of  advertising  —  one  that  does  not  rely  on 
dial-up  bulletin  boards,  satellite  transmis¬ 
sions,  or  e-mail. 

Online  Marketing  Specialists  Inc.,  Sara- 


User  provides  transmission  informa¬ 
tion  (top)  by  combining  pre-chosen 
defaults  and  individual  file  specifica¬ 
tions.  Receiver  views  file  details 
(above)  and  may  confirm  insertion  | 
information. 


sota,  Fla.,  built  DART  as  a  secure  Internet- 
based  system  for  moving  and  managing 
all  advertising-related  data  (the  “ad  pro¬ 
gram”)  among  advertisers,  agencies,  pre¬ 
press  shops,  and  publishers:  the  ads  them¬ 


selves,  ad  components,  changes  and  cor¬ 
rections,  and  placement,  scheduling, 
transaction,  and  other  administrative 
information  (https://www.omsinc.com/ 
WWW_Omsinc/DartDownLoad.Htm  — 
the  “s”  must  appear  in  the  URL’s  .scheme). 

“We  stress  general  solutions  -  no  spe¬ 
cial  hardware  or  communication  links,” 
says  OMSI  president  Earl  J.  Niemoth. 

DART  features  workflow  status  screens 
that  “give  a  tremendous  amount  of  control 
and  predictability  to  the  ad  program,”  says 
Niemoth.  “The  entire  system,”  he  adds,  “is 
based  on  a  completely  automated  acknowl¬ 
edgement  process.”  It  features  automatic 
date  and  time  stamping  of  transmission 
and  receipt  (download)  acknowledge¬ 
ments.  The  system  assumes  an  acknowl¬ 
edged  download  is  accepted  unless  the 
receiver  clicks  the  on-screen  reject  button 
and  returns  an  explanation. 

Indepiendent  of  format,  application,  and 
platform,  DART  handles  text,  black-and- 
white/full-color  images,  and,  for  broad¬ 
cast  ads,  audio  spots  and  video  clips.  One 
work  session  can  send  any  combination  of 
files  and/or  folders.  For  example,  an  entire 
QuarkXPress  folder  can  be  sent,  or  each 
page  of  a  32-page  document  can  be  treat¬ 
ed  as  a  folder. 

Transmissions  include  the  name  and  ver¬ 
sion  of  each  ad’s  originating  application. 

Windows-based  DART  can  run  on  a 
Macintosh  via  SoftWindows  95  emulation. 
OMSI  sales  director  Hoshin  Seki  said  a 
Mac  user  will  get  the  best  performance  if 
the  machine  is  connected  to  a  Windows 
NT  server  running  DART.  Though  ad 
makeup  is  most  often  accomplished  on  a 
Macintosh,  Neimoth  says  DART  is  written 
for  the  PC  because  that  is  the  preferred 
platform  for  advertising’s  business,  admin- 
strative,  and  communications  tasks. 

DART  utilizes  standard  file  transfer 
protocol  and  lossless  compression  to 
move  material,  with  packet  verification 
and  112-bit  encryption  to  ensure  the 
integrity  and  security  of  transmitted  files. 

The  network-based  multiuser  system 
gives  anyone,  from  sales  to  prepress, 
access  to  any  or  all  information,  according 
to  user  permissions.  DART’s  open-archi¬ 
tecture  database  can  be  used  with  most 
any  spreadsheet  program,  according  to 
Seki,  who  says  the  system’s  database 
management  and  automation  is  especially 

65 


www.mediainfo.com 


EDITOR  a  PUBLISHER  /  MAY  1.  1999 


useful  to  large  advertisers  or  agencies, 
which  often  have  many  products  on  many 
schedules  at  many  newspapers. 

The  company  writes  interfaces  to  ad- 
ertisers’  marketing  systems  in  order  to  auto¬ 
mate  communications,  record-keeping  and 
other  time-consuming  administrative  work. 
For  newspapers  OMSI  now  has  links  to 
Harris  and  Atex  ad  systems,  and  it’s  explor¬ 
ing  revenue-enhancement  opportunities 
such  as  moving  graphics  sent  over  DART  to 
linking  classified  advertising  systems. 

In  addition  to  communicating  informa¬ 
tion  about  ads,  newspapers  can  move  sam¬ 
ple  work  or  proofs  back  to  advertisers  — 
speeding  approvals  or  changes  and  allow¬ 
ing  sales  staffers  more  time  with  other 
accounts  or  prospects  rather  than  showing 
up  one-too-many  times  in  an  advertiser’s 
office  just  to  hand  over  hard  copy. 

DART  carries  no  software  licensing  or 
per-transmission  fee.  Users  can  send  all 
the  messages  and  make  all  the  changes 
they  want  without  charge.  “We  get  paid 
when  someone  sends  an  ad,”  says 
Niemoth.  OMSI  installs  only  where  there 
already  are  send-and-receive  partners  that 
are  prepared  to  use  DART. 

DART  keeps  a  history  and  can  generate 
reports  of  all  communications  about  each 
ad  program.  By  allowing  information  about 
an  ad  to  be  exchanged  without  charge  prior 
to  transmission  of  the  art  itself,  and  by 
ensuring  that  the  information  is  always 
available  with  an  ad,  DART  tries  to  give 
publishers  the  lead  time  they  need  to  do  a 
job  right,  avoiding  last-minute  surprises, 
according  to  Niemoth. 

OMSI  moved  its  first  art  about  six 
months  after  it  was  established,  exactly  four 
years  ago.  Improvement  of  the  early  pro¬ 
gram  was  carried  out  over  two-plus  years 
with  input  from  the  original  users,  says 
Niemoth.  Believing  it  is  ready  for  an  indus¬ 
trywide  rollout,  Niemoth  and  Seki  say 
DART  will  make  its  Nexpo  debut  next 
month  in  Las  Vegas. 

Now  in  version  8.0,  DART  software 
“will  never  be  finished,”  Niemoth  declares, 
pointing  to  a  near-ready  8. 1 ,  imminent  work 
on  8.2,  and  ideas  for  8.3. 

DART  is  installed  at  a  dozen  mid-size 
and  metro  dailies  in  Florida,  New  York, 
New  Jersey,  North  Carolina  and  Ohio.  But 
with  OMSI  still  recruiting  advertiser  users, 
DART  has  yet  to  see  much  commercial  ser- 

66  EDITOR  a  PUBLISHER  /  MAY  1 


vice  at  newspapers,  according  to  OMSI  and 
several  of  its  newspaper  sites. 

The  Journal  News,  White  Plains,  N.Y., 
originally  expected  to  receive  a  department 
store’s  demonstration  ads,  but  transmissions 
were  never  made.  Now  supplying  camera- 
ready  ads,  OfficeMax  may  begin  testing 
DART  there  in  two  or  three  months.  Just 
days  ago,  DART  test  transmissions  were 
agreed  to  between  OfficeMax  and  The 
Plain  Dealer,  Cleveland,  and  Akron  (Ohio) 
Beacon  Journal. 

I’m  just  waiting  for  a  client  to  say,  ‘do 
you  have  that?”’  says  Journal  News  ad 
quality  manager  Garcia.  “We’ll  be  glad  to 
use  it  if  a  client  comes  to  us  wanting  to  use 
it,”  echos  Chuck  Cole,  digital  ad  team 
leader  at  The  Charlotte  (N.C.)  Observer. 

(Garcia’s  paper  keeps  track  of  ads  arriv¬ 
ing  by  disk,  e-mail,  bulletin-board  system, 
and  satellite  because  advertisers  determine 
what  the  paper  uses.  “If  a  big  one  tells  me 
we’re  going  to  do  this,  then  naturally  we  go 


ahead,”  she  says.  Advertisers  unhappy  with 
AP  AdSend,  she  adds,  generally  rely  on  the 
BBS  or  e-mail  —  using  their  own  modem 
“with  no  middleman.”) 

OMSI  supplies  DART  to  retailers  and  ad 
agencies,  among  them  McCann  Relation¬ 
ship  Marketing,  which  moves  work  among 
offices  in  New  York  City  and  Manchester, 
England,  and  prepress  production  shops. 

A  licensee  sells  DART  in  the  U.K., 
where,  notes  Niemoth,  an  El  (Tl)  line 
costs  about  half  what  it  does  in  the  U.S. 
Falling  communications  costs,  he  says, 
make  it  easier  to  get  DART  into  the  many 
smaller  organizations  that  together  are 
responsible  for  the  larger  part  of  all 
advertising. 

With  growth,  says  Niemoth,  his  firm 
may  even  become  something  of  an  Internet 
service  provider  in  its  own  right,  providing 
dedicated  56-kb  digital  lines  for  smaller 
customers  who  have  no  Internet  access  or 
none  useful  for  business  purposes. 


EiSfP  PEOPLE 


SYSTEM  INTEGRATORS 

GEORGE  SALIDAS  was  named  vice 
president  and  general  manager  of  the 
Sacramento-based  company’s  new  sys¬ 
tems  solutions  unit,  where  he  is  responsi¬ 
ble  for  developing,  installating,  training, 
integrating,  and  supporting  SB’s  Tandem- 
based  publishing  solutions.  He  also 
assumes  general  management  responsibil¬ 
ity  for  U.S.  sales  and  sales  support. 

Salidas  joined  SII  in  1 989  as  a  system 
engineer,  held  managerial  positions  in 
installation  and  customer  services,  and  has 
been  a  senior  account  executive  for  the 
U.S.  and  Asia-Pacific  regions  since  1996. 

SII  appointed  JACK  G.  CRAWFORD 
JR.  president  of  its  new,  2publish!  unit, 
which  provides  Web  business  and  publish¬ 
ing  solutions  that  feature  e-commerce  and 
advertising  that  leverage  daily  newspa¬ 
pers’  unique  local-market  advantages. 

In  1996,  Crawford  founded  NetSource 
Design,  since  acquired  by  video  production 
supplier  Play  Inc.,  where  he  became  sales 
and  marketing  director.  He  earlier  co¬ 
founded  Sacramento's  first  Internet  Service 
Provider,  NetLink  Data-Communications. 

RICH  CARUSO  was  hired  to  direct  the 
GIobalNet  customer  support  center.  Before 
joining  SII,  Caruso  was  software  lab  vice 


president  and  customer  service  vice  presi¬ 
dent  at  Sacramento-based  data  storage  sys¬ 
tems  supplier  Sterling  Software. 

JOANNA  JULLIEN,  who  returned  to 
Sacramento-based  System  Integrators  Inc. 
as  support  services  director,  was  promoted 
to  customer  services  vice  president,  where 
she  heads  the  technical  support  operation 
and  is  responsible  for  implementing  new 
systems  and  Year-20()0  system  upgrades. 

HELMUT  SCHWARTZ,  Optronics 
International’s  European  chief  since  1994, 
joined  SII  as  managing  director  of  its 
German  subsidiary,  where  he  is  responsi¬ 
ble  for  sales  in  all  German-speaking  mar¬ 
kets  and  the  Benelux  countries.  In  the  late 
1980s  he  was  national  sales  manager  for 
Crosfield  Germany’s  News  Publishing  Sys¬ 
tems.  Earlier  he  led  Hastech  news  and  ad 
systems  sales  in  central  and  eastern  Europe. 

ATEX  MEDIA  SOLUTIONS 

MIGUEL  GUTIERREZ  joined  the 
Bedford,  Mass.,  company  as  sales  director 
for  Latin  America  and  the  Caribbean.  He 
spent  18  years  managing  installations  for 
a  Latin  American  prepress  and  printing 
products  distributor,  worked  as  an  engi¬ 
neering  consultant  to  newspapers  and  was 
a  manager  with  Compuscan. 
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FEATURES 

AVAILABLE 


ADVICE/HUMOR 


"The  Ann  Lanilers  for  people 
who  don't  wear  Depends  ’ 

“Ask  The  Advice  Goddess, "  by  Amy 
Alkon,  is  o  hilarious  but  practical  new 
syndicated  column  picked  up  by  60 
papers  in  just  over  a  year.  In 
alternative  weeklies  and  weekend 
entertainment  sections  of  dailies. 

(310)  306-6160  /  flame777@aol.com 


_ ASTROLOGY _ 

Weekly  -  ASTROLOGY  -  Monthly 
Free  w>vw  link  to  'Fortune  Cookies' 
http://www.time-data.com/fc.html 
Time  Data  Syndicate  (800)  322-5101 

AUTOMOTIVE 

AUTOMOTIVE  NEWS,  world's  leading 
authority  on  automotive  industry. 
Weekly  package  available.  Crain 
News  Service,  New  York:  Joe  Hanley, 
(212)  254-0890,  Fax  (212)  254- 
7646.  Chicago:  Melanie  Glover  (312) 
649-5464,  Fax:  (31 2)  397-5500. 


BUSINESS  CARTOONS 

“BUSINESS  AS  USUAL”  is  a  weekly 
cartoon  series,  published  nationally. 
For  a  free  sample  selection  contact 
Jim  Sizemore  at  (4 1 0)  823-557 1 
or  E-mail  moresize@aol.com 
View  the  portfolio  at 
www.business-as-usual.com 

CARTOONS 

BIG  AL  CARTOONS:  Samples 
www.bigalcartoons.com  E-mail 
bigalcartcx>ns@mindspring.com 
Fax  (770)  937-9079 

ENTERTAINMENT 

“Hollywood  Behind  the  Scenes" 
Hook  readers  with  insider's  view  of 
what  stars  are  really  doing. 

Rates  and  samples,  (800)  959-9977 

FEATURES  AVAILABLE 


COLUMNS:  “Math  for  the  Masses”, 
i.e.:  “Shylock...A  Modern  Version”. 
And  also  Humorous,  satirical,  current. 
(615)  356-6774.  Leofdjd@aol.com 


INTERNET  &  TECHNOLCX5Y 

TechnologyFair.Com 
See  the  Tech  News  Center  for 
Tech  Editors  and  Journalists 
www.technologyfair.com 

UFESTYLES 

NOTES  FROM  PARADISE  reports  on 
small  town  America,  where  the  roads 
are  bad,  the  air  and  water  good  and 
the  neighbors  friendly.  For  samples 
and  pricing  information,  call: 

Pat  Carlson  (914)  227-3734 

PHOTOS 

NEWSMAKERS  PHOTO  SERVICE 
Online  photo  resource  for  news, 
feature,  sports  and  travel  pictures. 
www.newsmakers.net 

PUZZLES 

ABSOLUTELY  the  finest  in  crossvrords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-761 7 

BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fax  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 


CARTOONS 


LAUGHTER  & 
LEARNING 


Night  Lights  &  Pillow  Fights 


The  new  f«tuie  6roin  Reuben-Award-Winrang 
niustiator  Guy  Okhrist  padcages  interactive 
teaming  fennily  comics  and  illustrated  verse 
into  a  cohesive  unit  kids  love! 

In  crisp  B&W  and  irxximparable  color 
Now  Appearing  In  over  40  papers 
Including  Hartford  Courant  and  Boston 
Herald:  and  70  on-line  papers. 

ALSO  AVAILABLE  AS  WreHNET  CONTBn" 

Can  888-822-8396  tor  infomnation  or  to  txjy 


ANNOUNCEMENTS 

BUSINESS  DEVELOPMENT 

McGann  &  Co. 

New  and  Old  Media  projects/venlures 
jmcgann@aug.com 
(904)  826-1335 

BUSINESS  OPPORTUNITIES 

HIGHLY  SUCCESSFUL  Home  Remodel¬ 
ing  Publication  now  syndicating 
nationwide.  Opportunity  to  become  an 
independent  publisher  available  in  all 
markets.  We  provide  articles,  you  sell 
ads,  produce  and  distribute. 

(281)807-1818 

INVESTORS  WANTED 

TABLOID  SIZED,  nationally  distributed 
monthly  niche  newspaper,  based  in  the 
New  York  metropolitan  area,  seeks 
investors  to  facilitate  and  accelerate 
growth.  Interested  in  joining  forces  with 
a  major  news  organization. 

Box  088 1 7,  Editor  &  Publisher. 


NEWSPAPER  APPRAISERS 


NEWSPAPER  APPRAISERS 


'99  MARKET  VALUATIONS 
KAMEN  &  CO  GROUP  SERVICES 
Specializing  in  weekly/ monthly  pub¬ 
lications.  NY  (516)  379-2797,  Tampa 
(727)  786-5930.  Fax  (516)  379-3812 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
123  NW  13th  St.,  Suite  2 14-7 
Boca  Raton,  FL  33432 


NEWSPAPER  BROKERS 


750Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301 )  253-501 6 
Wren  Barnett,  South  (828)  698-0021 
Stephen  Klinger,  SWest/West 
(505)  524-0122 
Phillip  Ferguson,  SW/Midwest/ 
Internet  M&A  (409)  234-251 1 
Michael  Bradley,  Northeast 
(508)563-2835 


NEWSPAPER  BROKERS 


Thousands  of  Papers  Sold.... 

We  have  sold  thousands  of  publishing  companies  since  1923 
Please  call  to  discuss  your  options  In  a  sale. 

Bolitho-Cribb 


Confidential  Appraisal  for  j 
Estate,  ESOP,  Partners, 
Bank,  Tax,  Stock,  Assets 


&  Associates 

Publication  Brokerage  & 
Appraisals  since  1923 

406-586-6621 

Fax  406-586-6774 
104  E.  Main,  Suite  402,  Bozeman,  MT  59715  emall:jcrlbb@lmt.net 


For  a  listing  of 
publications  for  sale,  go  to 
www.cribb.com 


NEWSPAPER  BROKERS 

BILL  MATTHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 

DORMAN  E.  CORDELL 
Specially  Enterprises,  Inc. 

1 3240  Peyton  Drive 
Dallas,  TX  75240 
(972)  960-0096 

GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Nationwide  Sales  &  Appraisals 
(909)  626-6440  Fax  (909)  624-8852 

JMPC,  Est  1 983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  hftp://www.jmpc.net 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  Reference's 
(214)  265-9300  Rickenbacher 
Rickenbacher  Media 

6731  De.sco  Dr,  Dalla.s,  TX  73225 
www.rickenbachermedia.ajm 


NEWSPAPER  BR(X(ERS 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fox  (404)  364-6533 
Lon  W.  Williams 


MEL  HODEa  NEWSPAPER  BROKER 
5196  Benito,  #1 1 ,  Atentcloir,  CA  91 763 
(909)626-6440  Fox  (909)  624-8852 


MICHAEL  D.  UNDSEY 
ExperierKed  -  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003  FAX  (307)  772-0004 


PHILLIPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  21 9 
Baker,  FL  32531 
Phone  (850)  537-4040 
Fax  (850)  537-4050 


NEWSPAPERS  FOR  SALE 


ARTS  NEWSPAPER.  Seasonal  free 
weekly.  Zone  1  resort.  14  years  old. 
260,000  copies  annually.  Serious 
inquiries  only.  Box  08812,  Editor  & 
Publisher. 


CURRENT  USTINGS 
GOTO 
cribb.com 


HIGH  NET  IOWA  newspaper  shopper 
28-37%  5  year  cash  flow.  $350,000. 
(51 5)  740-0336,  leave  message. 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1 801  Exposition,  Austin,  TX  78703. 
(512)476-3950 
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ANNOUNCEMENTS 


NEWSPAPERS  FOR  SALE 

N.  CENTRAL  CALIFORNIA.  Suburban 
Newspaper  Group.  '98  sales  $800K+. 
Tremendous  growth  potential.  M. 
Hodell,  broker.  Gregg  K.  Knowles, 
exclusive  agent.  (909)  626-6440,  fox 
(909)624-8852. _ 

RURAL  NEW  ENGLAND  award  win¬ 
ning  weekly  grossing  $300,000.  Long 
estoblisheo,  paid  circulation,  unop¬ 
posed,  growing  area.  Owner  financing 
available.  Family  and  health  needs 
prompt  search  for  buyer.  Reply  with  let¬ 
ter  explaining  interest  to  Box  08820, 
Editor  &  Publi^er. 


NEWSPAPER  BROKERS  NEWSPAPER  BROKERS 


‘A  tradllloii  of  service 

to  commimity  ne'mpapers’ 


“You  can  count  on  our  knowledge  and  experience  when  you  are 
contemplating  the  sale  of  your  community  newspaper.  “ 

Bolitho  Media  Service 

Brokers  “Appraisers  •  Consultants 

(580)  421-9600 


P.O.  Box  1985  •  Ada,  OK  74821-1985  Tom  Bolitho 
Web  address:  bolitho.com  •  e-mail:  bolitho@bolitho.com 


NEWSPAPERS  WANTED 

FACKELA4AN  NEWSPAPERS  SEEKS  to 
add  quality  publications  to  our  family 
of  community  newspapers.  Thinking  of 
selling?  Please  consider  us.  Cash  or 
terms.  Confidential.  Call  Marc  A. 
Richard  (850)  785-7709  or  mail  Box 
2265,  Panama  City,  FL  32402. 


PUBUCATIONS  FOR  SALE 

MONTHLY  ULTRALIGHT  AVIATION  I 

A4AGAZINE  only  true  ultralight  pub-  i 

lication  on  newsstand.  Established  and  , 

growing.  (727)  821-31 20  Evenings.  ; 


EQUIPMENT  & 
SUPPLIES 


CAMERA  &  DARKROOM 

SQUeeze  Lenses 
Herb  Carlbom  •  CK  Optical 
_ (310)  372-0372 _ 

EQUIPMENT  FOR  SALE 

FOR  SALE:  6  Leaf  ^stem  Inc.  Macin¬ 
tosh  LAN  cords,  $S00  each;  5  fiber 
optic  bypass  modules,  $150  eoch.  Coll 
(&5|  823-3770. 

MAIIROOM 

MAILROOM  EQUIPMENT 
Standlee  ond  Associates,  Inc. 

(407)  273-5218  Fax  (407)  273-901 1 


_ MAILROOM _ 

ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fax 

PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHIC^,  INC. 
(770)  428-5817  Fax  (770)  590-7267 


NEWSTEC,  INC. 

Specializing  in  SLS/Muller  Martini  and 
Heidelberg  fnserting  Systems 

Spare  Parts  Training  Installation 
Mailroom  Systems 
Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  or  Sales 
^one:  (508)  850-7945 
Fax:  (508)850-7951 
www.newstec.com 


PRESSES 


_ MAILROOM _ 

BUY -SELL -TRADE 
Contact  Dick  Swaney 
Pioneer  Equipment 
Phone  (21 7)  431 -0275 
_ Fax  (217)  431 -0273 _ 

_ PRESSES _ 

A  BRIEF  DESCRIPTION  OF  PRESSES 
INLAND  IS  CURRENTLY  OFFERING 

GOSS 

•  1 0-unit  GOSS  URBANITE  with  folder 
and  upper  former,  two  150  HP  con¬ 
trollers  and  motors,  8  Carys  -  1981  vin- 

^unit  GOSS  URBANITE  with  folder 
and  upper  former,  two  100  HP  con¬ 
trollers  and  motors. 

•Add-on  GOSS  URBANITE  units, 
folders,  upper  formers,  motors  and 
drives. 

•GOSS  URBANITE  tri-color  unit  with 
1 0-side  color  deck  (U-807). 

•Two  4-unit  GOSS  COMMUNITY  SC 
presses,  one  with  SC- 1322  folder  & 
40HP  drive;  one  with  SC-513  folder  & 
60HP  drive. 

•2-unit  GOSS  COMMUNITY  press  I 
with  Community  folder  and  grease  | 
lubricated  units.  Outstanding  condition  i 
for  its  age  (1964). 

•Add-on  GOSS  COMMUNITY,  SC  &  ! 
SSC  units  (floor  position  or  stacked  I 
position),  folders,  upper  formers,  press  j 
drives  and  roll  stands. 

•GOSS  SUBURBAN  with  S-1 154  Sub¬ 
urban  folder,  50HP  drive  and  4  floor 
position  &  2  stacked  units. 

•Stacked  set  of  GOSS  SUBURBAN 
1 500  series  units. 

•Stacked  position  DEV  printing  unit 
with  sidelay,  drop  down  fountains, 
deck  plote,  handrail  &  ladders. 

HARRIS 

•5-unit  HARRIS  VI 5A  press  with  jF7 
&  30  HP  drive  (ductar  style  units). 
Available  in  September,  1 999. 

•Add-on  HARRIS  folders,  VI 5  units, 
motors  and  roll  stands. 

MISCELLANEOUS 

•Model  News  90  Signode  Tyers, 
Model  2000  Idab  Stackers  &  Stewart 
Glapat  Cor  Truck  Loaders. 

•Five  Model  D-500  MEG  2-arm  RTF's 
for  42”  diameter  rolls. 

Inland  Newspaper 
Machinery  Corporation 
For  a  complete  list  of  presses 
(800)  255-6746  or  (91 3)  492-9050 
WWW. inlandnews.com 

GOSS  COMMUNITY  PRESS  10  floor 
units  I  stack  (7  units  rebuilt).  1  SS/C 
folder  with  1/4  folder  and  upper  for¬ 
mer,  1  S/C  folder  with  1/4  folder,  2 
drives  parallel  system  with  7  clutches. 
Other  auxiliary  equipment  including 
two  1-Dab  stackers  available.  Call  Tom 
Bugbee  for  details  (520)  775-3804. 


PRESSES 

BESTSELEaiONOF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


GOSS  COMMUNITY  UNITS, 
monufactured  in  New  Delhi,  India  to 
I  high  quolity  standards.  Floor  units, 
!  three  color  satellite  and  four  highs.  As 
low  os  $32,600  F.O.B.  New  Delhi, 
i  Western  Web  Sales 

P.O.  Box  923 

I  Yorba  Undo,  CA  92885 

(71 4)  985-4707,  Fox  (714)  985-4705 

GOSS  METRO,  223/4” 

I  3  units,  1  half  deck,  2: 1  folder 
Call  Jim  Hager  (215)  542-0200. 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552- 1 528  Fox  (770)  552-2669 


OFFERED  FOR  SALE 
6-unit  Harris  V-22  press  with  JF 1 
folder,  roll  stands,  and  press  drive. 
6-unit  News  King  press  (3  floor  units, 
3  stocked)  with  KJ6  folder,  roll  stands 
ond  press  drive.  Tel:  (941 )  561  -6401 . 
E-mail:  inter@sprintmail.com 
Inter-Continental  Graphics,  Inc. 


PRESSES 

Goss  3:2  Folders  23  9/10”,  22  3/4”, 

22”,21  l/2”,2r 

New  or  Rebuild  Goss  R.T.P.  42”  +  45” 

Goss  Y  columns  all  sizes 

Goss  Metro  Units 

Harris  1 650  folder  22  3/ 4” 

Northeast  Industries,  Inc. 

Tel:  (800)  821 -6257 
Fox:  (323)  256-7607 


USED  NEWSPAPER  PRESSES. 
Call  Henry  Cobb  @  ONE 
(404)  842-01 1 1 

WANTED  TO  BUY 


GOING  DIGITAL?  Will  pay  cash  for 
photo  archives,  any  quantity,  any¬ 
where.  Call  Jim  1  (800)  872-9990. 

WANTED  DEAD  OR  AUVE 
Muller  Martini/Harris 
Inserters  &  Stitcher  Arimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355/(256)  997-9656  Fox 

WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817  Fax  (770)  590-7267 


PRESSES 


FOR  IMMEDIATE  SALE 


22" cut-off  Goss 
Headliner  Offset 

►  Units  and  color  decks  manufactured  in  1985 — 

reconditioned  by  TKS  in  1993. 

►  Six  (6)  mono  units  still  available. 

►  Four  (4)  units  with  color  deck  still  available. 

►  Units  all  have  Smith  RPM 
spray-bar  dampening. 

►  Nine  (9)  Goss  RTF's  available. 

►  One  (1)  3:2  folder  with  3-high  former  boards. 

►  Buy  the  complete  press  or  just  buy  components  to 
add  to  your  existing  Headliner  Offset. 

CONTACT: 


INLAND  NEWSPAPER  MACHINERY  CORP. 
(913)  492-9050  or  www.inlandnews.com 
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INDUSTRY 

SERVICES 


CIRCUIATION  SERVICES 

~1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)  550-1515 
E-mail:  mnsl@metro-news,com 
WWW. metro-news.com 

!  IBEST  QUAUTY  AWARDS!  I 
Circulation  Development,  Inc. 
Teleservices  For  Newspapers 
(877  247-2338 
www.circulation.net 

1  ABIUTY  OTHERS  CAN'T  OFFER 
WE  SEU  MORE  PREPAID  ORDERS 
CIRCULATION  SERVICES,  INC. 
Andy  Orr  (888)  343-0470 

BLENKARN  TELEMARKETING 
•  Auto  pay  experts 
•Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  218-6731 


Vour  wealth  is  where  your  friends  are 

Plautus 


CIRCULATION  SERVICES 

HEADLINE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 

i  NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
I  VERIFICATION  CALLING 

]  Our  programs  are  tailored  to  meet 
your  circulation  needs. 

I  Every  subscription  guaronteed. 

RATES  BASED  ON  RESULTS 

I  Dennis  McQuillan 

I  (800)  260-9823 

i  - 

I  PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
i  SALES  SERVICES  INCLUDING 

DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 

I  SPEaRUM  MARKETING  SERVICES 
I  A  teleservices  solution  for 

!  ‘Cold-call  projects 
•Stop-saver  projects 
I  ‘Up-grade  projects 
■  Coll  Doug  Reese  ot  (800)  972-6778 

I  TELE  DIREQ  MARKETING,  INC. 

I  (9 1 2)  226-6 1 00  Fax  (9 1 2)  226-54 1 4 
“newspaper  telemarketing  experts” 


HELP  WANTED 


FULL-TIME  LEaURER,  Journalism 
Department  for  Academic  Year  1 999- 
2O0O.  Salary  commensurote  with 
qualifications  and  experience.  Teach 
reporting,  editing  and  other  courses 
in  applicant's  areas  of  expertise. 
Ability  to  teach  broadcast  and  visual 
communication  courses  highly  desirable. 
Possibility  of  advising  award-winning 
student  daily  or  student  radio  station. 
Recent  mass  media  experience  required. 

Bachelor's  required  with  substantial 
recent  experience  with  a  major  daily  or 
broadcast  entity.  Graduate  degree  a 
plus. 

Refer  to  Recruitment  Code  #93 1 1 7  and 
send  letter  of  application,  resume, 
three  current  letters  of  reference,  and 
official  transcripts  to  Dr.  Nishan 
Havon^ion,  head.  Journalism  Depart¬ 
ment,  Cal  Poly  State  University,  San 
Luis  Obispo,  CA  93407.  Applications 
must  be  postmarked  by  June  7,  1 999. 

Cal  Poly  is  strongly  committed  to 
achieving  excellence  through  culturol 
diversity.  The  university  actively 
encourages  applications  and  nomina¬ 
tions  of  women,  persons  of  color,  appli¬ 
cants  with  disabilities,  and  members 
of  other  underrepresented  groups. 
AA/EEO 

ADVERTISING 

12,000  CIRCULATION  daily  newspa¬ 
per  with  weekly  ancillary  products 
seeks  creative,  energetic,  imaginative 
and  organized  Advertising  Director. 
Very  attractive  and  livable  region  in 
Zone  2.  Excellent  opportunity  for 
personal  and  professional  growth. 
Resume  to  Box  08816,  Editor  &  Pub¬ 
lisher. 


_ ADVERTISING _ 

!  AD  DIREaOR/SALES  MANAGERS  - 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 

I  ADVANCEMENT 

^  See  how  far  your  newspaper  career 
I  can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 

ADVERTISING  DIREaOR 

Wonderful  opportunity  for  someone 
j  with  experience  in  advertising  sales 
I  and  staff  management  to  lead  an 
■  aggressive,  enthusiastic,  hard-working 
team  into  the  next  century.  We're  an 
j  award-winning,  seven-day  AM  in  one 
I  of  Zone  2's  most  beautiful  growth 
I  markets.  Candidate  should  know  his/ 

1  her  way  around  everything  from  major 
agencies  and  large  companies  to 
“mom  and  pop”  stores.  We  want  a 
person  as  comfortable  preparing  and 
tracking  a  budget,  as  he/ she  is  getting 
I  out  of  the  office  and  into  the  field. 

:  Excellent  salary  and  benefits  package. 

I  Send  resume  to  Box  08827,  Editor  & 

;  Publisher. 


ADVERTISING  SALES  MANAGER 
Zone  4  daily  newspaper  seeking  expe¬ 
rienced  sales  professional  to  manage 
1 6  person  advertising  staff.  Includes  six 
sales  territories  and  support  staff.  Pri¬ 
mary  responsibilities  includes  revenue 
growth  and  cost  effective  management 
of  company  resources,  equipment  and 
I  personnel.  Salary  in  the  $30,000- 
I  $40,000  range,  plus  benefits  and 
i  bonus.  Please  send  resume  and  salary 
I  history  Box  0882 1 ,  Editor  &  Publisher. 


COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)791-3301 
http://www.fakebrains.com 

PRESSROOM  SERVICES 

DO  YOU  NEED  HELP  ON  YOUR 
ELEaRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)545-6908,  24  hr.  line 
(505)  842-1357 
P.O.Box  1952 
Albuquerque,  NM  871 03 

PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams  ? 
Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CAUTOLL  FREE  (800)  657-21 10 


_ ADVERTISING _ 

ADVERTISING  MANAGER 
Experienced  advertising  manager  is 
needed  at  the  Daily  Sun  in  Beatrice, 
Nebraska.  We  seek  an  individual 
skilled  in  the  sales  of  multiple  products 
who  can  train,  motivate  and  challenge 
our  staff  to  exceed  the  newspaper's 
budgeted  goals.  Excellent  income  and 
benefits.  For  more  information  coll  Reg 
Durant  at  (402)  223-5233. 

CLASSIFIED  ADVERTISING  A4ANAGER 
position  open  at  one  of  Georgia's  best 
daily  newspapers  45  minutes  from 
Atlanta.  We're  located  in  one  of  the 
fastest  growing  areas  in  the  southeast, 
and  offer  a  great  opportunity  for 
someone  who  can  sell  and  motivate 
others  to  sell.  We're  looking  for  a 
goal-oriented  professional  with 
excellent  work  habits;  a  self-starter  who 
can  create  sales  programs  that  will 
work  for  our  customers,  and  who  can 
develop  new  programs  that  will  build  a 
larger  base  of  classified  word  and  dis¬ 
play  advertising  for  our  newspapers. 
We  are  also  looking  for  a  person  capa¬ 
ble  of  establishing  a  regional 
telemarketing  operation  which  could 
serve  daily  and  weekly  products. 
Salary  is  negotiable  for  the  right 
person.  We  offer  good  base  pay,  a 
generous  commission  plan  and  an  out¬ 
standing  benefits  package.  Please  send 
confidential  resume  to  Box  08824, 
Editor  &  Publisher. 

CLASSIFIED  MANAGER 
Experienced  classified  manager  sought 
for  19,000  daily  in  high  growth 
market.  Salary,  MBO,  plus  full  benefit 
package  included.  Submit  resume, 
including  salary  history  to  Donna 
McNichol,  The  Island  Packet,  P.O.  Box 
5727,  Hilton  Head  Island,  SC  29938. 


ADVERTISING  SALES  TRAINING 
j  Proven  results  In  increasing  ad  volume, 

[  new  contracts,  ad  count,  reductions  in 
I  errors  and  customer  retention.  We 
I  build  teams  that  get  results! 

Call  ProMox  Training 
,  &  Consulting,  IrK.  (800)  898-0444 

FINAdY!  AN  OFF-THE-SHELF 
I  CLASSIFIED  TELEPHONE 

i  SALES  TRAINING  PROGRAM. 

I  Call  MacDonald  Classified  Services 

I  (800)  237-9075,  (765)  742-9012 

mcs@macdonaldclassified.com 

j  NEWSPAPER  SALES  MAGIC.  Subscrip¬ 
tion  sales  training  tapes.  4  upbeat 
tapes  shows  how  to  close/ objections. 
American  Reading  Association 
(888)  747-2949  sales@magicm.com 


WEB  PUBUSHING 


Local  Portals 


up 


E^namic  i 

News 

Publishing  TownSourcc 
. —  .  interactivetm 

Citv'  Guides _ 

www.wcbpublishinmools.eom 


_ ADVERTISING _ 

NEWSPAPER  ASSOCIATION  has  open¬ 
ing  for  an  experienced  media  represen¬ 
tative  to  promote  newspaper  advertis¬ 
ing  to  state,  regional,  and  national 
advertisers.  Expertise  in  the  political 
arena  especially  helpful.  We  seek  an 
aggressive  individual  to  develop  busi¬ 
ness  relations  and  expand  customer 
base.  We  offer  bose  salary  +  com¬ 
mission/incentives  and  full  benefits. 
Send  resume  to  Jill  Weigel,  WNA,  P.O. 
Box  5580,  Madison,  Wl  53705. 


RETAIL  ADVERTISING  MANAGER 

The  Florence  Times  Daily,  a  35,000 
circulation  daily  newspaper  located  in 
northern  Alabama  has  an  immediate 
opening  for  a  retail  manager  to  lead 
its  advertising  sales  staff.  The  individ¬ 
ual  selected  will  display  extraordinary 
leadership  and  team  building  skills; 
establish,  meet  and  exceed  sales  goals; 
motivate  and  train  sales  staff;  and  plan 
and  implement  strategies  that  will  grow 
revenue  and  market  share. 

We  are  looking  for  a  dynamic  individ¬ 
ual  with  a  minimum  of  3  years  news¬ 
paper  management  experience  with  a 
proven  track  record  in  advertising 
sales.  In  return,  we  offer  the  opportu¬ 
nity  to  join  The  New  York  Times 
Regional  Newspaper  Group  with  a  com- 
laetitive  salary,  bonus  and  excellent 
benefits  package. 

Qualified  applicants  should  send  their 
resume  to: 

Renita  Jimmar,  advertising  director 
Times  Daily 
P.O.  Box  797 
Florence,  AL  3563 1 
E-mail:  jimmarr@nytimes.com 
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HELP  WANTED 


_ ADVERTISING _ 

REAL  ESTATE  ADVERTISING 
SALES  MANAGER 

The  Austin  American-Statesman  seeks 
on  enthusiastic,  progressive  and 
dedicated  leader  to  develop  our  real 
estate  division.  Drawing  on  your  pre¬ 
vious  leadership  and  communication 
skills,  you  will  be  responsible  for  grow¬ 
ing  revenues  and  developing  strong 
sales  teams. 

Qualified  candidates  will  have  a  suc¬ 
cessful  newspaper  advertising  back¬ 
ground  and  be  extremely  skilled  in  the 
areas  of  sales  management,  account 
planning  and  new  ousiness  devel¬ 
opment.  Knowledge  of  the  Real  Estate 
Industry,  including  home  building, 
development,  resale  and  home 
improvement  is  a  definite  asset.  This 
position  also  requires  the  ability  to 
develop  category  and  segment 
strategic  plans,  product  development 
and  budget  management. 

The  Austin  American-Statesman  offers 
competitive  salaries  and  bonuses, 
excellent  benefits  and  an  environment 
encouraging  and  rewarding  vision  and 
initiative.  If  you  are  interested  in  join¬ 
ing  the  Austin  American-Statesman, 
send  your  cover  letter  and  resume  to; 

Esther  Terrazas 
Human  Resources 
Austin  American-Statesman 
305  S.  Congress  Avenue 
Austin,  TX  78704 
Fax  (512)445-3883 
No  phone  calls,  please 
Equal  Opportunity  Employer 

RECRUITMENT  ADVERTISING 
SALES  MANAGER 

The  Austin  American-Statesman  seeks 
an  enthusiastic,  progressive  and 
dedicated  leader  to  develop  our  real 
estate  division.  Drawing  on  your  pre¬ 
vious  leadership  and  communication 
skills,  you  will  be  responsible  for  grow¬ 
ing  revenues  and  developing  strong 
sales  teams. 

Qualified  candidates  will  have  a  suc¬ 
cessful  newspaper  advertising  back¬ 
ground  and  be  extremely  skills  in  the 
areas  of  sales  management,  account 
planning  and  new  business  devel¬ 
opment.  Knowledge  of  the  Recruitment 
Industry,  including  agency  interaction 
and  job  fair  development,  is  a  definite 
asset.  This  position  also  requires  the 
ability  to  develop  category  and  seg¬ 
ment  strategic  plans,  product  devd- 
opment  and  budget  management. 

The  Austin  American-Statesman  offers 
competitive  salaries  and  bonuses, 
excellent  benefits  and  an  environment 
encouraging  and  rewarding  vision  and 
initiative.  If  you  are  interested  in  join¬ 
ing  the  Austin  American-Statesman, 
send  your  cover  letter  and  resume  to: 

Esther  Terrazas 
Human  Resources 
Austin  American-Statesman 
305  S.  Congress  Avenue 
AusHn,TX  78704 
Fax  (512)445-3883 
No  phone  calls,  please 
Equal  Opportunity  Employer 


_ ADVERTISING _ 

REGIONAL  RETAIL  SALES  EXECUTIVE 
Are  you  a  sales  professional  with 
responsibility  for  key  accounts?  Do  you 
have  experience  in  the  newspaper 
advertising,  and/or  retail  business?  if 
so,  let's  talk!  We  are  a  retail  advertis¬ 
ing  and  marketing  company  looking 
for  a  highly  motivated  sales  executive 
to  contribute  to  our  growth  in  the 
Midwest.  Must  hove  good  people  skills, 
be  flexible,  well-organized,  computer 
and  Internet  literate.  Great  income 
potential,  participation  in  management 
team,  benefits.  Travel  required.  Based 
in  Grand  Rapids,  Michigan.  Relocation 
not  required.  Fax  resume  and  cover  let¬ 
ter  to  (61 6)  456-8244  or  E-mail: 
promedmgt@cpw.com 


RETAIL  ADVERTISING  SALES  position 
open  at  the  Times-Georgian,  a  1 0,000 
circulation,  6-day  doily  newspaper  45 
minutes  west  of  Atlanta.  We're  located 
in  one  of  the  fastest  growing  retail 
areas  in  the  southeast,  and  offer  a 
great  opportunity  for  someone  who 
likes  to  meet  people,  establish  rela¬ 
tionships,  and  help  businesses  make 
their  cash  registers  ring  because  they 
advertise  in  our  doily  or  one  of  our 
three  weekly  products.  We  are  a  part 
of  Paxton  Media  and  offer  good  base 
pay,  a  generous  commission  plan  and 
an  outstanding  benefits  package. 
Please  send  resume  to  Glenda  Hicks, 
retail  advertising  manager.  The  Times- 
Georgian,  901  Hays  Mill  Road,  Car¬ 
rollton,  GA  30117,  or  E-mail  to 
pcook@smipc.net 

RETAIL  SALES  MANAGER 

The  Tennessean  (189,000  daily, 
270,000  Sunday)  is  looking  for  an 
experienced  goal  oriented  sales  man¬ 
ager  to  lead  an  energetic  sales  team 
into  the  21st  century.  Proven  track 
record  in  sales  and  experience  work¬ 
ing  in  a  highly  competitive  market 
required.  Nashville  offers  high  quality 
living  and  the  Tennessean  offers  a 
great  career  growth  ladder.  Com¬ 
petitive  compensation  program  and 
excellent  benefits  at  ane  of  Gannett' s 
largest  newspapers. 

Please  send  resume  with  salary  require¬ 
ments  to: 

Gary  Wortel,  advertising  director 
The  Tennessean 
1 1 00  Broadway 
Nashville,  TN  37203 
Fax;  (615)726-8979 
Gwortel@tennessean.com 
EOE 

ADMINISTRATIVE 

GENERAL  MANAGER  -  Newspaper 
Publishing  -  Portland,  ME:  80MM 
division  of  a  privately  held,  family 
managed  publisher.  Reports  to  the  Pub¬ 
lisher/CEO;  8  managers  and  staff  of 
4(X);  manage  all  aspects  of  daily 
operations;  responsible  for  advertising, 
marketing,  communication,  circulation, 
finance,  IT,  HR  etc.  Excellent 
interpersonal,  communicatian  and 
leadership  skills  necessary.  10+  years 
newspaper  experience.  College 
Degree.  Base  compensation  $150- 
$175K  with  MBO  of  20%.  Interested 
parties  forward  resume  to  E-mail 
krobertsl  @erols.com  ar  fax  (781 )  662- 
4997. 


ADMINISTRATIVE _ 

GENERAL  MANAGER 

For  1 53-year  aid  community  newspa¬ 
per  on  Martha's  Vineyard.  Twice 
weekly  in  summer,  weekly  in  winter. 
Independent  ownership.  NMe  are  look¬ 
ing  for  an  experience  administrator 
who  is  redy  for  additional  challenges. 
Responsibilities  include  advertising, 
circulation  and  P&L.  Competitive  salary 
and  benefits.  Please  send  resume  with 
caver  letter  and  salary  history  to 
Vineyard  Gazette,  attn:  R.F.  Reston, 
P.O.  Bax  66,  Edgartown,  MA  02539 
ar  fax  (508)  627-^44. 

MANAGING  DIREaOR 

The  Managing  Director  will  serve  as 
chief  operating  officer  of  this  national 
organization  dedicated  to  diversity  in 
news  media.  Incarporated  more  than 
20  years  ago,  the  Moynard  Institute  is 
growing  rapidly,  with  natianally 
acclaimed  management  and  editing 
programs,  contracted  services,  content 
analysis  and  community  journalism 
training. 

This  newly  created  position  reports  to 
the  President/CEO.  The  MD  will  be 
primarily  responsible  for  finance, 
administration,  human  resources, 
marketing,  cammunications  and  pub¬ 
lications. ^e  MD  will  manage  director- 
level  staff,  support  staff  and  consul¬ 
tants,  and  work  with  the  President/ 
CEO,  who  will  be  primarily  responsible 
for  programs  and  resource  devel- 
j  opment. 

I  The  successful  candidate  will  have 
I  several  years  of  management  experi¬ 
ence,  including  hiring,  staff  training 
and  building  teamwork;  excellent 
verbal  and  written  communication, 
negotiation  and  project  management 
skills  (including  goal-setting,  devel¬ 
oping  budgets  and  timelines,  monitor¬ 
ing  accountability  to  achieve  results); 
program  development  experience, 
strong  financial  management  skills  and 
an  ability  to  cultivate  and  coordinate 
relationships. 

The  ideal  candidate  will  have  journal¬ 
ism,  newsroom  and/or  news  media 
business  experience.  Non-profit  man¬ 
agement  experience  is  desirable  but 
not  essential.  Generous  package  of 
salary,  vacation  and  other  benefits. 
Some  travel  is  required. 

Cover  letter  and  resume  should  be  sent 
before  May  1 7  to: 

Executive  Search 

Maynard  Institute 
1211  Preservation  Park  Way 
Oakland,  CA  9461 2 
www.maynardije.org 

CIRCULATION 

ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  XDBS  page  at  our  w^  site: 

I  www.boonenewspapers.com 


_ CIRCULATION _ 

CIRCULATION  DIREQOR 

A  growing  Zone  5  seven  day  a  week 
1 5,(XX)+  circulation  daily  is  looking  for 
a  Circulation  Director  with  strengths  in 
the  areas  of  distribution  and  promo¬ 
tion.  Live  within  an  hour  of  a  small 
metro  and  still  enjoy  rural/suburbia. 
Experience  as  a  #2  at  a  larger  paper 
or  #1  at  a  smaller  paper  is  required.  If 
interested,  please  send  a  resume  listing 
your  current  annual  compensation.  All 
resumes  will  be  kept  confidential. 
Please  send  to: 

GOOD NEWS 

Suite  245  North  Alpine  Centre 
Bettendorf,  lA  52722 
Fax:  (319)  359-8539 
E-mail: 

greene@goodnews-searchfirm.com 


CIRCULATION  HOME  DEUVERY 
MANAGER 

An  established  Eastern  Connecticut 
newspaper  is  seeking  an  experienced 
home  delivery  circulation  professional. 
This  Home  Delivery  Manager  position 
is  a  tremendous  opportunity  for  a  team 
oriented  manager  with  a  strong  com¬ 
mitment  to  service  excellence.  The  suc¬ 
cessful  candidate  must  have  a  positive 
attitude  and  a  demonstrated  ability  to 
achieve  results  in  circulation  growth, 
service  and  DSM  training. 

This  is  a  7  day  newspaper  with  a  total 
hame  delivery  circulation  of  about 
26,(XX).  There  are  currently  seven  (7) 
districts  and  twa  (2)  distribution  offices 
in  the  market. 

Please  respond  by  sending  a  cover  let¬ 
ter  and  resume  to 

Norwich  Bulletin 
66  Franklin  Street 
Norwich,  CT  06360 
Attn;  Janine  Dunn 
Or  fax  to:  1  (800)885-1312 


It’s  A  Classified  Secret! 

We'll  never  reveal  the  identity  of  an  E&P  box  holder. 

If  you  don't  want  your  reply  to  go  to  certain  newspapers  (or  companies),  seal  your 
reply  in  an  envelope  addressed  to  the  E&P  Classified  Advertising  Department 
with  an  attached  note  listing  the  newspapers  or  companies  you  do  not  want  the 
reply  to  reach.  If  the  Box  Number  you're  answering  is  on  your  list,  We'll  discard 
your  reply. 


CIRCULATION  DIREaOR 
Seven-day  community  newspaper  in 
Zone  2  is  seeking  a  results-oriented  pro¬ 
fessional  to  manage  its  circulatian 
department.  The  ideal  candidate  has 
the  demanstrated  ability  to  closely 
manage  home  delivery  and  receiva¬ 
bles,  develop  a  strong  single  copy  pre¬ 
sence  and  implement  effective  market¬ 
ing  strategies. 

If  you  are  ready  to  take  your  career  to 
a  new  level,  have  a  minimum  af  five 
years  circulation  management  experi¬ 
ence  and  wish  to  join  an  organization 
that  will  challenge  you  to  your  full 
potential,  this  may  be  the  right  job  for 
you. 

We  provide  an  exceptional  starting 
salary  and  benefits  package  with 
unlimited  grov4h  potential.  Reply  in  con¬ 
fidence  to  Box  08718,  Editor  &  Pub¬ 
lisher. 
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HELP  WANTED 


_ CIRCULATION _ 

CIRCUIATION  MARKET  MANAGER 

Dow  Jones  &  Company,  publishers  of 
The  Wall  Street  Journal,  Barron's  and 
the  NBEW,  has  an  immediate  need  for 
Circulation  Market  Manager  to  join 
our  St.  Louis  area  Circulation  Field 
Operations  department. 

The  successful  candidate  will  be 
responsible  for  managing  and 
coordinating  circulation  distribution 
and  delivery  resources  for  a  multi¬ 
state  geographic  territory.  Specific 
responsibilities  include  improving 
marketplace  coverage  and  penetration 
in  addition  to  achieving  specific  circula¬ 
tion  volume  and  revenue,  and  meeting 
cost  and  quality  service  goals.  Will 
also  be  responsible  for  developing, 
along  with  National  Circulation  Man- 
ogement,  strategies  and  tactical  plans 
for  achieving  annual  and  long-term 
goals. 

Applicants  should  have  strong  circula¬ 
tion  distribution  and  sales/marketing 
related  backgrounds.  A  track  record  or 
successful  planning,  team  building, 
organization,  leadership  and  ana¬ 
lytical  skills  are  a  plus.  Demonstrated 
PC  skills  a  must.  College  degree  pre¬ 
ferred. 

We  offer  competitive  salaries,  an 
excellent  benefits  package,  and  a  pro¬ 
fessional  career  environment  where  an 
individual  can  excel.  To  explore  this 
challenging  and  exciting  position,  can¬ 
didates  should  forwarcTa  resume  with 
salary  requirements  to: 

Dow  Jones  &  Company 
Attn:  Regional  Circulation  Executive 
340  Shuman  Blvd. 

Naperville,  IL  60563 
FAX:  (630)  961-4653 
www.dj.com/careers 
Equal  Opportunity  Employer 


CIRCULATION  MANAGER 

The  North  Adorns  Transcript,  a  daily 
newspaper  located  in  the  beautiful 
Berkshire  Mountains,  seeks  a  qualified 
individual  to  lead  the  circulation 
department.  This  is  a  great  opportunity 
for  a  district  manager  who  wishes  to 
advance  to  the  nation's  7th  largest 
chain.  We're  looking  for  the  right  indi¬ 
vidual  to  maximize  our  sales  potential 
and  develop  sustained  programs  to 
increase  circulation. 

The  candidate  will  possess  good  ana¬ 
lytical  skills,  excellent  organizational 
skills,  great  marketing  skills  and  the 
attitude  and  desire  to  succeed.  At  least 
two  years  experience  in  a  circulation 
department  is  desired. 

Salary  commensurate  with  experience, 
and  we  offer  a  full  benefits  package. 
Please  submit  application  and/or 
resume  to: 

New  England  Newspapers,  Inc. 

Attn:  Michael  Fern,  Jr. 

75  South  Church  Street 
Pittsfield,  MA  01 202-1 171 

We  ore  an  Equal  Opportunity 
Employer 


CIRCULATION 


CIRCUIATION 


CIRCULATION 


CIRCULATION  MANAGER 

Dow  Jones  &  Company,  Publishers  of 
The  Wall  Street  Journal,  Barron's  and 
the  NBEW,  has  an  immediate  need  for 
a  Circulation  Manager  in  the  Cincin¬ 
nati,  OH  market. 

The  successful  candidate  will  be 
responsible  for  managing  the  distribu¬ 
tion  and  delivery  of  Dow  Jones  and 
other  publications  in  this  market. 
Manage  wholesaler  activity,  budgetary 
responsibility  and  promote  the 
expansion  and  sale  of  our  products 
within  a  designated  market. 

Applicants  must  have  prior  experience 
in  newspaper  distribution,  marketing 
or  sales.  Strong  organizational,  ana¬ 
lytical,  planning  and  managerial  skills 
are  required,  along  with  excellent  oral 
and  written  communication  skills.  PC 
knowledge  necessary.  College  degree 
desired. 

We  offer  a  competitive  salary,  an 
excellent  benefits  package  and  oppor¬ 
tunity  for  career  growth.  Qualified 
applicants  should  forward  their 
resumes  and  salary  requirements  in  con¬ 
fidence  to: 

Dow  Jones  &  Company 
Circulation  Field  Ops  -  RJ 
1 397  Piedmont,  Suite  200-300 
Troy,  Ml  48083 
FAX:  (248)689-7072 

Equal  Opportunity  Employer 


E&P*8  Classified 

- ►  - 

The  newspaper 

industry’s  meeting 
place. 

{Ill)  6754380 


CIRCULATION  MANAGER 
This  Week  Publications,  a  division  of 
CNI  Newspapers,  is  looking  for  an 
assertive,  take  charge  person  to  lead 
its  1 2  paper,  240,000-f  shopper 
network  in  suburban  Milwaukee.  The 
person  we  need  should  hove  strong 
communication,  promotion  and  sales 
skills  and  have  the  proven  ability  to  do 
what  it  takes  to  help  our  organization 
grow. 

Familiarity  with  paid  newspapers  and 
non-duplicated  distribution  of  free 
papers  a  necessity.  Circulation  soft¬ 
ware  experience  a  plus. 

As  a  subsidiary  of  Journal  Communica¬ 
tions,  we  offer  a  competitive  salary  and 
bonus  program  with  excellent  benefits 
including  medical,  401  (k),  pension  and 
employee  stock  ownership  opportuni¬ 
ties.  Send  resume,  including  compensa¬ 
tion  history  to: 

CNI  Newspapers 
640  E.  Ryan  Road 
Oak  Creek,  Wl  531 54 
Attn:  Troy  Burke,  circulation  director 


HOME  DEUVERY  MANAGER 

The  Lubbock  Avalanche- Journal,  a 
family  owned  newspaper,  located  in 
West  Texas  is  seeking  a  city  home 
delivery  manager.  The  ideal  candidate 
will  be  a  take  charge,  full-speed  ahead 
individual  who  is  dedicated  to  solid 
circulation  growth  while  always 
focused  on  stellar  customer  service. 
Our  choice  will  be  an  experienced 
circulator  who  has  strong  PC  skill, 
good  promotional  abilities  and  solid 
interpersonal  skills.  We  seek  a  leader 
who  can  take  our  city  organization  to 
the  next  level. 

We  offer  a  competitive  salary,  an 
MBO  program,  a  major  medical  care 
program  and  a  company  profit  sharing 
program. 

Send  your  resume  1o:  GlerKla  Mills 
Human  Resources  Manager 
Lubbock  Avalonche- Journal 
P.O.  Box  491 ,  Lubbock,  TX  79408 

SALES/MARKETING  MANAGER  -  for 
a  dynamic,  experienced  sales  leader 
able  to  manage  phone  room,  carrier 
I  sales  campaigns,  direct  mail  and  apart¬ 
ment  programs  and  boost  NIE.  Plus, 
hondle  retention  ond  single-copy 
dealer  acquisition  and  promotion. 
Great  pay,  bonus  program  and  bene¬ 
fits  await  you.  Columbia,  MO  is  one  of 
America's  best  small  university  towns. 
We're  small,  25,000  but  growing.  This 
isn't  a  sleepy  post,  but  it's  fun!  We're  a 
new  team  with  supportive  owners  and 
a  modern  facility.  Contact:  Shane  Fox, 
circulation  director  asfox@tribmail.com 
or  Fax  (573)  81 5- 1601. 


STATE  CIRCULATION 
ZONE  MANAGER 

The  Des  Moines  Register  is  seeking  a 
well-organized  individual  with  at  least 
3-5  years  circulation  management 
experience  or  equivalent  and  lead¬ 
ership  skills  to  manage  independent  con¬ 
tractors.  This  is  a  fast  paced  environ¬ 
ment  and  growing  market.  Qualified 
candidates  must  demonstrate  expertise 
in  oil  aspects  of  circulation,  a  solid 
sales  and  service  background,  a  win¬ 
ning  attitude,  creativity  and  the  ability 
to  motivate.  We  offer  a  competitive 
benefits  package  which  includes 
medical,  dental,  vision,  life  insurance, 
retirement,  401  (k),  growth  opportunity, 

I  plus  lots  more.  The  Des  Moines  Regis¬ 
ter  is  committed  to  diversity  and  proud 
to  be  an  equal  opportunity  employer. 
Employment  may  be  contingent  on 
passing  a  pre-employment,  post-offer 
physical  and  drug  test.  Apply  in 
person,  or  mail  your  resume  to  Human 
Resources,  The  Des  Moines  Register, 
715  Locust  Street,  Des  Moines,  lA 
50309  or  fax  your  resume  to  (515) 
i  286-2526. _ 

I  STATE  DIVISION  MANAGER 
I  The  Courier-Journal  Circulation 
,  deportment  has  an  opening  for  posi- 
j  tive,  career-oriented  individual  to  serve 
I  as  State  Division  Manager.  This  indi¬ 
vidual  will  supervise  area  supervisors 
and  state  district  managers.  Will 
oversee  the  daily  operation  and  initiate 
long  and  short  term  planning  for  his/ 
her  area  of  responsibility. 

Send  resumes  to  The  Courier- Journal, 
Human  Resources  Department,  525 
West  Broadway,  P.O.  Box  740031, 
Louisville,  KY  40201-7431.  Fax  (502) 
582-4560.  E-mail: 

jmosley@louisvil.gannett.com 
An  Equal  Opportunity  Employer 


ADMINISTRATIVE 


ADMINISTRATIVE 


MEDIATT 

managementXx 

Recruitment  Specialists 

Some  of  our  current  assignments: 


Regional  Advertising  Director  -  Midwest,  overseeing 
two  daily  newspapers  with  combined  circulation  of 
40,000-1-;  $80K  to  $90K, 

Information  Technology  Director  -  California  metro 
newspaper  seeks  strong  technical  manager  to  oversee 
information  systems  and  production, 

Advertisii^  Director  -  Illinois  daily  of  20,000-t-  circulation; 
great  quality  of  life  community;  experienced  staff. 


Contact  us  if  you  have  a  recruitment  need... or 
send  your  resume  for  current  or  future  openings. 

1605  Colonial  Parkway,  Suite  240  ■  Inverness,  tt.  60067 
847.963,9300  ■  mni2@stametinc.coni  ■  fax  847.934.6607 


www.mediajnfo.com 
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HELP  WANTED 


_ CIRCULATION _ 

TELEMARKETING  MANAGER 
Dominant  Zone  2  newspaper  has  out¬ 
standing  opportunity  for  seasoned 
telemarketer  to  manage  our  aggressive 
outbound  telemarketing  department. 
Responsible  for  vendor  contracting  and 
management,  database  management, 
cost-efficient  production,  customer 
satisfaction  and  all  elements  of  weekly 
telemarketing  campaigns  in  a  highly  com¬ 
petitive  market. 

Requires  solid  experience  and  knowl¬ 
edge  of  the  industry  including 
technology,  compensation  and  market 
analysis. 

We  offer  a  highly  competitive  salary, 
plus  medical,  dental,  vision,  401  (k| 
and  more.  Send  resume,  including 
salary  history  to  Box  08809,  Editor  & 
Publisher. 

THE  ATHENS  DAILY  NEWS/BANNER- 
HERALD  located  in  Athens  Georgia 
(home  of  the  University  of  Georgio 
Bulldogs)  is  seeking  on  energetic, 
motivated  circulation  manager  to  take 
a  lead  role  in  restructuring  our  home 
delivery  operation.  We  are  looking  for 
someone  with  a  strong  background  in 
customer  satisfaction  through  superior 
service.  The  position  is  responsible  for 
six  district  managers  and  three  assis¬ 
tant  district  managers.  We  offer  on 
excellent  compensation  plan  including 
salary,  bonus  and  benefit  package. 
Please  send  resume  and  compensation 
history  to  Circulation  Director,  One 
Press  Place,  Athens,  GA  30601  or  Fax 
to  (706)  208-2251. 

EDITORIAL 


ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  XDBS  page  at  our  web  site: 
www.boonenewspapers.com 

ASSISTANT  CITY  EDITOR  needed  for 
aggressive  afternoon  paper  in  south 
Louisiana.  The  Courier,  a  New  York 
Times-owned  daily  in  Houma,  LA.  is 
looking  for  a  talented,  energetic  editor 
who  works  well  with  reporters  and 
their  copy.  Responsibilities  include 
leadership  roles  on  special  sections 
and  weekend  shifts.  Send  resume  to 
Mike  Slaughter,  executive  editor,  P.O. 
i  Box  271 7,  Houmo,  LA  70361 .  EOE 

ASSISTANT  CITY  EDITOR 
Progressive  Gulf  Coast  1 00,000+  daily 
seeks  experienced  editor  or  reporter 
for  assistant  city  editor  position.  Would 
supervise  general  assignment  and  beat 
reporters  at  national  award-winning, 
enterprise-oriented  paper.  Submit  clips 
that  show  editing  and/or  writing 
strength  and  coordination  of  photog¬ 
raphy,  graphics,  etc.  to  Box  08822, 
Editor  &  Publisher. _ 

COPY  EDITOR:  Aggressive  copy  editor 
sought  for  Capital  city  daily.  Benefits 
include  great  location  near  Delaware 
beaches,  health  and  dental  coverage, 
401  (k),  generous  time  off  policy.  Send 
resume,  work  samples  to  Andrew 
I  West,  managing  editor,  Delaware 
State  News,  P.O.  Box  737,  Dover,  DE 
1 9903;  or  E-mail  to: 

ciwest@newszap.com 

EDITORIAL 


HEALTH  TEAM  SEEKS 
STAR  PLAYER 

I  I  If  health  book  publishing  were  basketball,  you 

I  rodale  presT  I  would  say  we  are  going  in  for  a  slam  dunk.  We  are 
L  -JMJ  Rodale  Press,  the  world's  biggest  and  most 

respected  publisher  of  healthy  active  living  books  and  magazines  -- 
including  Prevention  and  Men’s  Health. 

Within  the  last  few  years,  we  have  assembled  a  Book  Division  team 
of  health  writers  with  research,  interviewing  and  writing  skills  second 
to  none.  But  we  need  one  more  key  player  to  round  out  the  squad  - 
preferably  someone  with  a  specialty  in  women's  or  alternative 
health.  If  you  have  been  writing  “how-to”  senrice  journalism  for  a 
magazine,  or  health  reporting  for  a  mid-sized  daily  for  five  years  +  -- 
and  have  recently  won  an  award  for  your  work  -  we  should  talk. 

We  would  also  like  to  sign  another  big-city  health  reporter  who 
yearns  for  new  challenges  and  can  wow  us  with  the  depth  of  their 
health  knowledge,  contacts  and  writing  style. 

No  hoop  experience  necessary,  of  course.  Just  the  desire  and 
proven  ability  to  turn  the  tidal  wave  of  health  information  into  action 
plans,  strategies  and  tips  millions  of  our  readers  can  use  right  away 
to  improve  their  lives.  Competitive  salary,  plus;  On-site  gym,  day 
care,  health  food  cafeterias,  a  high-match  401  (k),  and  other  perks  - 
all  at  a  family-owned  company.  Send  cover  letter,  resume  and  five 
great  work  samples  pronto,  to: 

Human  Resources  Department(EP-HWBK) 

RODALE  PRESS,  INC. 

33  East  Minor  Street,  Emmaus,  PA  18098 
Fax  number:  (610)  967-9209 

EOE  Visit  our  website  at  www.rodalepress.com 


ASSISTANT  DIREQOR 
ALUMNI  COMMUNICATIONS 


The  Society  of  the  Alumni  of  the  Col¬ 
lege  of  William  and  Mary  is  accepting 
applications  for  assistant  director 
alumni  communications.  The  successful 
candidate  will  hove  a  college  degree  in 
journalism,  communications,  public 
relations  or  English:  excellent  writing, 
proofreading,  layout  and  copyediting 
abilities;  proficiency  with  Macintosh, 
QuarkXPress,  Adobe  Photoshop, 
Microsoft  Word  and  WordPerfect. 
Experience  with  photography,  Internet 
publishing  and  HTML  is  strongly  pre¬ 
ferred.  The  ideal  candidate  will  be  a 
self-starter  with  strong  organizational 
skills.  Excellent  benefits  package. 
Please  send  a  cover  letter,  resume  and 
three  writing  and  design/layout  sam¬ 
ples  by  May  14  to  Jacqueline 
I  Genovese,  director,  communications, 
i  Society  of  the  Alumni,  College  of 
!  W&M,  P.O.  Box  2100,  Williamsburg, 
j  VA  23187.  This  is  not  a  state  position. 

j  BUSINESS  JOURNAUSTS 
j  Globally  respected  publisher  in  the 
]  energy  industry  seeks  creative  and 
I  energetic  business  news  journalists  to 
.  work  in  Houston  office.  This  is  an  excit- 
I  ing  opportunity  to  get  out  of  the  local 
I  scene  and  write  about  world  trade, 

I  politics,  finance  and  corporate  news. 

Our  high  cost  newsletters  span  the 
I  markets  ror  oil  and  gas,  including  Latin 
i  America,  Europe,  FSU,  and  Asia.  Our 
I  coverage  is  investigative  and  intelligent 
I  and  our  company  is  fast-paced  and 
I  growing.  Position  open  for  journalist  to 
j  work  with  international  team  of  over 
50  bright  and  highly  skilled  journalists. 

I  Looking  for  journalists  with  two  or 
!  more  years  experience  in  business 
!  news.  Mme  travel  possible.  Ability  to 
j  analyze  corporate  financials  a  plus, 
j  May  consider  entry-level  candidates 
j  with  high  GPA's.  Great  benefits.  Leorn 
;  moreatwww.petroleumargus.com 
I  Send  resume,  writing  clips  and  cover 
;  letter  to  Petroleum  Argus,  4801 
1  Woodway  270W,  Houston,  TX  77056. 

!  Fax  (71 3)  968-001 5.  E-mail: 

'  paijobs@petroleumargus.com 

1  BUSINESS  NEWS  ENTREPRENEURS 

!  Dream  opportunity  for  skilled 
'■  journalists.  Well-financed  Internet  start- 
!  up  seeks  domain  experts  to  build  real- 
!  time  news  and  research  services.  If  you 
crave  independence  and  want  to  cover 
business  news  in  depth,  this  is  your 
chance.  Send  a  one-poge  summary  tell¬ 
ing  us  about  yourself  and  describing 
the  services  you  are  ready  to  builcT 
We're  looking  for  partners,  not 
employees.  Compensation  includes 
cash  and  stock.  Work  at  our  location 
or  yours.  E-mailvnews@ibm.net 

BUSINESS  REPORTERS 
Whether  the  subject  is  technology, 
trade,  health  care  or  personal  finance, 
readers  of  The  San  Diego  Union- 
Tribune  are  demanding  more  cov¬ 
erage,  and  we  are  looking  for  experi¬ 
enced  reporters  who  can  deliver  it  — 
aggressive,  sophisticated  business 
journalism  for  o  dynomic  region.  If  you 
have  the  expertise  and  a  track  record 
of  delivering  compelling  stories  of 
strategies,  trends  and  the  people  who 
I  create  them,  let's  talk.  Please  call  to 
learn  more  about  our  current  openings 
and  the  new  San  Diego  challenge  that 
may  await  you.  Steve  Prosinski,  senior 
editor  for  business  and  sports,  (619) 
293-1303. 


_ EDITORIAL _ 

COPY  EDITOR  -  Immediate  copy  editor 
opening  in  the  furniture  capital  of  the 
world  tor  candidates  who  prefer  to 
work  at  their  own  pace.  A  flair  for 
design  and  creativity  a  plus.  Duties 
include  writing  catchy  headlines,  edit¬ 
ing  wire  copy  and  using  a  keen  eye  for 
detail.  Pagination  and  daily  desk  skills 
are  preferred,  but  will  consider  excep¬ 
tional  recent  or  spring  graduates.  Send 
resume  to  Ken  Irons,  managing  editor. 
High  Point  Enterprise,  P.O.  Box  1009, 
High  Point,  NC  27261 . 

COPY  EDITOR,  REPORTER  and  chief 
photographer  needed  at  14,5(X)  Cox 
daily  in  eastern  NC.  New  office, 
redesign  and  new  press  coming.  Full 
benefits,  401  (k)  and  only  two  hours  to 
beach.  Resume  and  clips  to  Jeff  Herrin, 
Rocky  Mount  Telegram,  P.O.  Box 
1 080,  Rocky  Mount,  NC  27802. 

COPYEDITOR 

Ability  to  deal  with  both  local  and  wire 
j  copy  essential.  Opportunity  for  advan- 
>  cement  at  high-tech  16,500  7-day 
!  doily  newspaper.  Send  resume  and  non- 
I  returnable  clips  to  Carol  Talley,  editor, 

I  The  Sentinel,  P.O.  Box  1 30,  Carlisle, 
PA  17013.  Learn  more  about  Carlisle 
I  at  our  site: 

i  www.cumbeHink.com 

j  COPYEDITOR 

j  Detroit  suburban  daily  newspaper  seek- 
j  ing  experienced  copy  editor.  30-37K, 

1  mMical/dentol  benefits.  QuarkXPress, 
j  daily  and  a  minimum  of  two  years 
I  copy  editing  and  layout  experience 
:  preferred.  Send  clips  orid  resume  to: 
j  Bill  Wilson 

j  The  Macomb  Daily 

P.O.  Box  707 

I  Mount  Clemens,  Ml  48046 
COPYEDITOR 

The  San  Diego  Union-Tribune  is  seek¬ 
ing  candidotes  for  copy  editors  on  its 
1  fast-paced  news  and  features  copy 
1  desks.  Must  have  strong  editing  skills,  a 
j  mastery  of  the  language,  a  flair  for 
I  heodline  writing  and  a  commitment  to 
teamwork  and  collaboration.  Send  let¬ 
ter  and  resume  to  Loro  Cicolo,  news 
editor.  The  San  Diego  Union-Tribune, 
P.O.  Box  120191,  Son  Diego,  CA 
92112-0191. 

EDITOR  FOR  SMALL  MAGAZINE  pub¬ 
lished  in  Son  Francisco.  Requires  2+ 
years  Professional  Experience,  top  writ¬ 
ing,  research  and  proofing  skills; 
finance/business  writing  clips.  $30- 
$35K  plus  bonus,  rapid  advance. 
Resume,  samples  to  657  Mission 
Street,  #502,  San  Francisco,  CA 
94105. 

EDITOR,  Commerical  Real  Estate 
News  Internet  start-up  of  experienced 
news  professionals  seeks  managing 
editor  to  create  news  service  covering 
all  aspects  of  commercial  real  estate. 
Requirements:  strong  commercial  real 
estate  news  experience;  commitment  to 
highest  journalistic  and  ethical  stan¬ 
dards;  management  ability;  and  the 
courage  to  take  a  calculated  risk  by 
leaving  the  beaten  path.  We  offer 
excellent  salary  and  health  benefits, 
along  with  stock  options.  NY/NJ  loco- 
tion.  E-mail  resume  ASAP  to: 

vnews@ibm.net 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

EDITOR,  STUCK  IN  A  RUT? 

Here's  an  opportunity  to  manage  Fayet¬ 
teville,  North  Carolina's  fastest  grow¬ 
ing  Arts,  Entertainment,  and  Business 
publication.  Up  &  Coming  Magazine. 
We  are  entering  our  fourth  year  in  busi¬ 
ness  and  currently  boast  a  30,000 
circulation.  Seeking  an  enthusiastic, 
talented  editor  with  vision  to  motivate 
and  lead  a  talented  staff  to  the  next 
level.  High  visibility  position  with  lots  of 
opportunity.  Must  hove  3  years  experi¬ 
ence  in  printing  and  production  with 
superb  editing  and  journalistic  skills. 
Must  know  Macintosh  computers, 
Pagemaker  and  QuarkXPress  with  a 
degree  in  journalism,  English,  mass 
media  ar  related  areas.  If  you  have 
motivation,  enthusiasm,  talent  and 
desire.  Up  &  Coming  Magazine  has 
your  future.  Resume  with  cover  letter  to 
Bill  Bowman,  publisher.  Up  &  Coming 
Magazine,  P.O.  Box  53461,  Fayet¬ 
teville,  NC  28305. 

Fax  (91 0)484-921 8 
upcomingmag@mindspring,com 


EDITORIAL/PROOUaiON 
ASSISTANT:  BUSINESS  NEWS 

Business  journalist  located  in  NYC 
seeks  full-time  assistant  for  daily 
national  electronic  media  reports. 
Strong  research,  writing,  math  and  com¬ 
puter  skills  required.  Journalism, 
English,  communications  or  economics 
degree  preferred,  with  1  -4  years  expe¬ 
rience  in  a  related  field.  Knowledge  of 
and/or  desire  to  learn  Internet  and  TV 
production  a  plus.  Resumes  and  writ¬ 
ing  samples  (optional)  attention  Marcus 
Schwartz,  1 1 0  East  59th  Street,  6th 
floor.  New  York,  NY  1 0022. 


EDITORS 

The  American  Legion  Magazine, 
circulation  2.7M,  currently  has  two 
editor  positions  available. 

1)  Dispatch  Editor  responsible  for 
overseeing  and  producing  the  twice- 
monthly  American  Legion  Dispatch 
paper.  Determines  story  mix/editorial 
content  and  layout;  coordinates  print¬ 
ing  and  distribution;  writes  features 
and  news  for  Dispatch  and  Magazine. 

2)  Assistant  Editor  responsible  for  writ¬ 
ing/copy  editing  top-notch  feature 
articles. 

Both  positions  require  4  years  in  Jour¬ 
nalism  or  related  discipline  or 
equivalent  experience;  strong  desktop 
publishing  skills  including  QuarkXPress 
in  a  MAC  environment;  and  3-5  years 
newspaper  and/or  magazine  experi¬ 
ence.  For  consideration  send  cover  let¬ 
ter,  resume  and  clips  examples  to: 
Director  Human  Resources,  P.O.  Box 
1055,  Indianapolis,  IN  46206-1055 
or  fax  ta  (317)  655-1509.  Veterans 
are  encouraged  to  apply. 

EOE 


There  is  nothing  on  this  earth  more  to  be 
prized  than  true  friendship 

Saint  TIkmtkis  Aquinas 


j _ EDITORIAL _ 

!  FEATURES  SECTION  EDITOR:  The 
I  Beacon  News,  a  suburban-Chicago 
'  Copley  daily,  is  seeking  a  creative 
I  newsroom  manager  who  has  been  to 
the  mountaintop  and  knows  how  to 
lead  others  to  the  same  heights.  We 
have  high  expectations.  The  Beacon 
just  received  first  place  in  Best  Use  af 
Photos  for  papers  of  50,000  circulation 
or  less  in  both  the  state  and  national  con¬ 
tests.  Send  resume,  cover  letter  and 
work  samples  to  Mike  Chapin,  manag¬ 
ing  editor.  The  Beacon  News,  101  S. 
River  Street,  Aurora,  IL  60506. 


FROM  MIKE  DITKA'S  latest  brawl  with 
Saints  fans  to  Friday  night  football  in 
Cajun  country...  NOLA  Live 
www.nola.com  in  affiliation  with  The 
Times-Picayune  of  New  Orleans,  is 
seeking  an  energetic  online  sports 
editor  to  create  an  exciting  fan- 
oriented  web  package.  Requirements 
include  experience  in  traditional  sports 
journalism  as  well  as  in  web  produc¬ 
tion.  E-mail  query  or  resume  to  Jon 
Donley:  jdonley@nola.com 


JAMBALYA,  HURRICANES,  MARDI 
GRAS...  NOLA  Live  www.nolo.com 
affiliated  with  The  Times-Picayune,  is 
seeking  a  veteran  web  producer  to 
help  capture  the  New  Orleans  experi¬ 
ence  -  news,  festivity  and  community  - 
for  both  local  and  international 
readers.  Requirements  include  daily 
deadline  experience  in  both  traditional 
journalism  and  web  production.  E-mail 
query  or  resume  to:  jdonley@nola.com 


JOURNAUSM  FELLOW 
The  Des  Moines  Register  and  Drake 
University  seek  our  first  Minority  Jour¬ 
nalism  Fellow  to  work  at  the  Register 
and  to  teach  at  Drake.  Requirements: 
At  least  five  years  professional,  full¬ 
time  newsroom  experience  plus 
Bachelor's  degree.  Preferred:  Master's 
Degree  and  some  teaching  experience. 
$40,000  stipend,  plus  medical  bene¬ 
fits.  Screening  is  underway.  Position 
starts  8/99.  Send  letter  of  interest  and 
resume  to  Janet  Keefer,  Dean,  School 
of  Journolism  and  Mass  Com¬ 
munication.  Drake  University,  118 
Meredith  Hall,  Des  Moines,  lA  5031 1  - 
4505.  For  more  information  go  to: 
www.drake.edu/journalism 


i  LAST  YEAR,  THE  NEW  YORK  STATE 
j  ASSOCIATED  PRESS  HONORED  the 
I  Times  Union  as  the  state's  "Newspaper 
I  of  Distinction.”  That  is  an  award  we 
I  would  like  to  win  again  for  our 
j  readers.  To  do  so,  we  need  to  reploce 
I  the  states  top  editorial  cartoonist  who 
1  has  just  headed  to  other  endeavors. 

I  If  your  portfolio  shows  strong  visual  com- 
!  mentary,  a  strong  individual  drawing 
I  style,  and  broad  knowledge  of  how  to 
I  comment  on  news  at  all  levels,  we 
would  like  to  see  it. 


We  want  a  colleague  who  can  create 
daily  editorial  cartoons  and  occasional 
caricatures  and  other  illustrations  for 
editorial  and  opinian  pages.  You  will 
be  involved  in  a  highly  competitive, 
high-visibility  market  that  is  often  in  the 
national  spotlight,  but  has  a  decided 
local  flavor. 

I  Applicants  should  send  portfolios  and 
!  cover  letter  to  Joann  Crupi,  editor/ 
i  opinion  pages.  Times  Union,  P.O.  Box 
:  15000,  Albany,  NY  122 12. 


j  _ EDITORIAL _ 

MANAGING  EDITOR 

Adventurous  pro  needed  to  help  write 
and  edit  the  Adirondack  Explarer.  This 
fast-growing  regional  newspaper  cov¬ 
ers  the  people,  politics  and  natural 
glories  of  the  East's  great  wilderness 
park.  Wonderful  place  to  live.  Rare 
I  opportunity  for  rapid  advancement. 

{  Write  Dick  Beamish,  publisher,  36 
1  Church  Street,  Saranac  Lake,  NY 
12983. 


MANAGING  EDITOR  -  The  Enterprise 
Mountaineer,  a  Western  North  Caro¬ 
lina  tri-weekly  newspaper  is  looking  for 
an  experienced  leader  for  its  award 
winning  10-person  news  staff.  Position 
requires  strong  writing,  editing  and  com- 
]  munity  oriented  leadership  skills.  Pho¬ 
tography,  layout/design  skills  a  plus. 

I  Excellent  work  environment  with  good 
I  salary  and  benefit  package.  Send 
resume  and  references  to  Editor  Posi¬ 
tion,  The  Enterprise  Mountaineer,  P.O. 
Box  1 29,  Waynesville,  NC  28786. 


!  NIGHT  CITY  EDITOR.  Gannett  news- 
j  paper  (6-day,  1 8,000  AM)  seeks  an 
editor  with  strong  planning  and  copy 
editing  skills  and  solid  judgment  in 
directing  reporters.  Will  consider  a 
seasoned  reporter  ready  to  move  up. 
j  Great  location  near  Philadelphia,  New 
York  City  and  the  Jersey  Shore.  Send  a 
letter,  resume  and  samples  of  best 
work  to  Sam  Fosdick,  local  news 
editor.  The  Daily  Journal,  891  E.  Oak 
Road,  Vineland,  NJ  08360.  Or  call 
(609)  563-5249  for  more  information. 

Equal  Opportunity  Employer 

I  OVERSEE  PROJEa  EDITORS  and  sub- 
j  ject  matter  experts  and  manage  the 
[  editorial  process  to  ensure  timely 
j  delivery  of  high-quality  Web  site  con- 
I  tent.  Additionally,  employee  will  drive 
j  creation  of  an  innovative  new  Web 
{  site  including  content  planning, 
researching,  informing  and  implement¬ 
ing  effective  content  organization; 
develop  and  maintain  assertive 
editorial  calendar;  and  gather  feed- 
i  back  through  usability  studies,  focus 
groups  ana  additional  related  means. 
Qualifications:  B.A.  in  English,  Journal¬ 
ism  or  equivalent;  at  least  5  years  edit¬ 
ing  and/writing  experience;  1  +  year(s) 
as  managing  Mitor;  1-h  year(s)  creat¬ 
ing  Web  specific  content;  successful 
track  record  of  leading  teams  and 
managing  demanding  schedules  for 
multiple  projects;  proven  ability  to  ana¬ 
lyze,  organize  and  integrate  large 
amounts  of  complex,  disparate  data 
into  user-friendly  and  intuitive  infarma- 
tion.  Please  Email  cover  letter,  resume 
and  salary  history  to: 

t^hrec  ruiter@msn.com 

I  PAGE  DESIGNER  to  join  nine-member 
design  desk.  Design  experience,  QuarkX¬ 
Press  and/or  Baseview  pagination 
system  experience  a  plus,  but  not 
required.  Northeastern  7-day  PM  Ohio 
newspaper  (Sunday  AM)  between 
Cleveland  and  Pittsburgh.  Successful 
candidate  will  design  and  paginate 
inside  pages,  some  outside  and  inside 
I  sectian  fronts  (Sports,  Lixal,  Pulse,  Busi¬ 
ness,  etc.)  and  inside  pages.  Mail 
resume,  work  samples  and  reference  to 
Mike  Braun,  design  desk.  The  Vin¬ 
dicator,  P.O.  Box  780,  Youngstown, 
i  OH  44503.  For  questions, 

1  E-mail  bronzer@aol.com 


_ EDITORIAL _ 

PAGE  ONE  EDITOR 

Creative  designer/top-notch  wordsmith 
needed  for  fast-pacM  Night  City  Desk 
on  50,000-circulation  Monday- 
I  Saturday  paper  in  New  Jersey/New 
I  York  metro  area.  We  are  looking  for 
I  someone  with  proven  editing,  copy  edit- 
j  ing  and  layout  skills  to  get  zonM  Page 
I  Ones  and  jumps  done  on  ti^t 
!  deadlines.  Will  train  on  our  pagination 
system,  but  candidates  should  hove  at 
;  least  three  years  editing  experience  at 
a  comparable  daily.  Strong  back¬ 
ground  in  local  news  essential.  $44K 
to  start.  Competitive  benefits.  Send 
[  resume,  cover  letter  and  at  least  five 
j  examples  of  your  work  to  Box  08823, 

I  Editor  &  Publisher. 


i  PLAY  AT  THE  BEACH, 

WORK  AT  THE  PILOT 

1  The  Virginian-Pilot,  a  200,000  daily 
I  and  235,000  Sunday  in  the  Norfolk- 
Virginia  Beach  area,  is  looking  for  a 
I  copy  editor  for  its  night  news  desk.  We 
[  need  an  editar  who  shows  a  mastery  of 
I  the  language  and  knows  how  to  make 
i  art  and  text  work  together  to  engage 
j  readers.  We  offer  a  newsroom  in 
i  which  the  desk  is  respected  and  capy 
editors  ore  expected  to  voice  their 
views  on  story  content,  play  and  pres- 
entatian.  This  growing  region  offers  an 
oceanfront  resort,  the  Chesapeake  Bay, 
vast  Navy  bases,  a  diverse  culture, 
museums,  the  Outer  Banks,  Colonial 
Williamsburg,  Jamestown,  the  Great  Dis¬ 
mal  Swamp  and  a  close  proximity  to 
!  Washington,  D.C.,  3  hours  away.  Con- 
i  tact  LesTie-Jean  Thornton,  copy  desk 
I  chief.  The  Virginian-Pilot,  150  West 
i  Brambleton  Avenue,  Norfolk,  VA 
23510,(757)446-2290. 

i 

I  REPORTER  -  Aggressive,  intelligent 
:  reporter,  1  -3  years  experience  needed 
i  for  THE  MASSACHUSEHS  NEWS,  a 
j  politically  conservative  online  daily  and 
I  soon,  printed  monthly  newspaper.  Fax 
I  (78 1 )  239- 1 1 93  Attention:  Michael. 

I  REPORTER  Growing  60K  daily 
i  anticipates  the  need  for  two  enterpris- 
j  ing  regional  reporters  to  cover  high- 
I  growth  areas  an  the  edge  of  a  thriving 
j  midwestern  college  community.  We 
I  need  reporters  who  can  develop 
sources  in  all  the  right  places  and  hate 
i  to  get  beat  by  the  competition.  Send 
'  resume,  references  and  your  four  best 
;  clips  to  Box  08815,  Editor  &  Publisher. 

Equal  Opportunity  Employer 

REPORTER  NEEDED  for  two  weeklies  in 
the  Colorado  mountains.  Will  consider 
recent  graduates.  QuarkXPress  skills  a 
!  plus.  Send  resume,  clips  to  Jim  Lovely, 
editor,  Lite  Pass  Courier,  P.O.  Box 
340,  Woodland  Park,  CO  80866. 

EOE 


SPORTS  EDITOR 

The  Odessa  American,  a  28,000  morn¬ 
ing  daily  in  West  Texas,  is  looking  for 
a  sports  editor  to  manage  five-person 
staff.  Duties  include  supervising  cov¬ 
erage  of  two  local  high  schools,  two  col¬ 
leges  and  two  professional  sports 
teams,  as  well  as  extended  coverage  of 
1 8-county  area.  Candidate  must  have 
daily  newspaper  experience  as  a 
j  sports  editor  or  assistant  sports  editar. 

;  Pagination  skills  and  knowledge  of 
Microsoft  Word  and  QuarkXPress  are 
desirable.  Send  resume,  work  samples 
to  Gary  Newsom,  editor,  222  E.  4th 
Street,  Odessa,  TX  79761 . 
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HELP  WANTED 


ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-flitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles,  Ft.  Lauderdale, 
Cleveland  and  St.  Louis.  We  publish 
in-depth,  well-crafted  stories  that 
explore  the  issues,  events  and 
personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  reoders,  provoke  strong  reac¬ 
tions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurried  fact-finding  of  daily 
papers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Miami,  Phoenix,  Ft. 
Lauderdale,  Cleveland,  St.  Louis, 
Denver  and  Dallas.  New  Times  is  com¬ 
mitted  to  building  a  diverse  workforce 
and  acknowledges  the  needs  of 
employees  with  young  families.  We 
offer  competitive  salories  and  bene¬ 
fits... and  all  the  space  you  need  to  put 
the  news  in  perspective  and  tell  a  good 
story. 

Send  all  applications 
(no  phone  calls  or  E-mail,  please)  to: 
Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.Box  5970 
Denver,  CO  802 17 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three,  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 


I  SPORTS  EDITOR 

[  The  Newport  Daily  News  seeks  a 
[  sports  editor  to  lead  a  talented  3- 
person  staff  in  covering  one  of  the 
I  nation's  most  exciting  sports  com¬ 
munities.  In  addition  to  local  high 
school,  college  and  youth  sports,  which 
we  consider  essential,  we  cover  world 
doss  sailing,  professional  tennis  at  the 
I  international  Tennis  Hall  of  Fome,  polo, 

I  tournament  croquet,  beach  volleyball 
j  and  much  more.  Our  sports  editor  runs 
j  the  desk,  makes  assignments,  designs 
and  paginates  pages,  writes  an 
I  occasional  column,  and  is  a  key 
i  member  of  our  management  team. 

!  Knowledge  of  QuarkXPress  essential, 
i  Send  writing  and  design  samples  and 
I  a  letter  about  yoursdf  to  David  B. 
j  Offer,  editor.  The  Newport  Daily 
]  News,  101  Malbone  Road,  Newport, 
Rl  02840.  No  phone  calls,  please. 

I  SPORTS  EDITOR 

I  The  North  Jersey  Herold  &  News,  a 
50,000  daily  just  1 5  minutes  from  the 
George  Washington  Bridge,  seeks  a 
i  sports  editor  to  lead  a  staff  of  1 2  in  tell- 
I  ing  the  story  of  sports  in  our  com- 
I  munities.  For  us,  the  state  high  school 
football  championship  held  just  down 
the  road  in  Giants  Stadium  is  every  bit 
I  as  important  as  the  pro  games  played 
!  there.  We  want  an  innovative  pro  with 
I  substantial  experience,  including  at 
;  least  three  years  as  a  supervisor.  Send 
i  your  resume,  references,  salary  history 
and  work  samples  to  Scott  West, 
managing  editor.  North  Jersey  Herald 
&  News,  988  Main  Avenue,  Passaic, 

;  NJ  07055. _ 

READY  TO  GROW 

'  Award-winning  55,(X)0-plus  New  Eng¬ 
land  AM  daily  is  looking  for  reporters 
able  to  take  on  the  challenges  of  work¬ 
ing  for  a  larger  newspaper.  We  offer 
opportunities  for  enterprise  and  in- 
I  depth  reporting  in  addition  to  daily  cov- 
'  erage.  Send  samples  and  resume  to 
:  Bob  Veillette,  managing  editor,  Repub- 
j  lican-American,  389  Meadow  Street, 
i  Waterbury,  CT  06770. 


EDITORIAL 


Put  your  TV  knowledge  to  work  at  TV  Guide 
LOOKING  FOR  STRONG  ENGLISH 
AND  SPANISH  SKILLS 


TV  Guide  Magazine  needs  a  specialist  with  2-3  years  editing/writing 
experience,  excellent  verbal/written  communications  skills,  basic 
PC  knowledge,  ability  to  be  effective  under  deadline  pressure  and 
strong  attention  to  detail.  Become  part  of  our  creative  team  as  a 
Senior  Spanish  Copy  Editor,  where  you'll  be  writing  and  editing 
Spanish  listings,  monitoring  aspects  of  our  listings  database  and 
managing  projects.  Considerable  knowledge  of/interest  in  the 
television/entertainment  industry  and  Latin  pop  culture  is  desired. 
Testing  in  English  and  Spanish  is  part  of  the  application  process. 
TV  Guide  offers  an  attractive  salary  and  a  comprehensive  benefits 
package  including  401  (k),  tuition  reimbursement  and  the 
opportunity  for  professional  growth  and  career  advancement. 
Interested  professionals  should  forward  resume  and  salary 
requirements  to: 

TV  Guide  Magazine 
#4  Radnor  Corporate  Center 
Human  Resources  Department 
Code #2088 
Radnor,  PA  19088 
Equal  Opportunity  Employer 


I  _ EDITORIAL _ 

j  THE  COLUMBIA  DAILY  TRIBUNE,  a 
j  1 9,000  circulation,  award-winning 
j  afternoon  daily,  needs  a  city  editor 
:  with  an  unstoppable  fire  for  news,  a 
I  deft  touch  with  words  and  a  cool 
demeanor  on  deadline.  Must  have  the 
!  experience  and  proven  skills  to  lead  a 
i  staff  of  high-performing  reporters  in  a 
competitive  market.  Send  resume  and 
clips  to  Columbia  Daily  Tribune,  P.O. 
Box  798,  Columbia,  MO  65205  or  E- 
mail  jerobertson@tribmail.com 

THE  BAKERSFIELD  CALIFORNIAN,  an 
i  award-winning  94,000/76,(XX)  fam¬ 
ily-owned  daily  in  central  California, 

I  has  immediate  openings  in  several  key 
areas.  Our  paper,  judged  the  state's 
^  best  for  its  size  last  year  by  CNPA, 

:  serves  a  metro  area  of  350,000.  We 
;  value  initiative,  creativity,  energy  and 
i  innovation.  Visit  our  website 
j  www.bakersfield.com  -  for  a  closer 
[  look.  If  interested,  send  cover  letter, 

I  resume  and  work  samples  to: 

j 

I  Linda  Wienandt,  managing  editor 

i  c/o  Human  Resources  Department 

I  The  Bakersfield  Californian 

P.O.  Box  440 
Bakersfield,  CA  93302 

:  ASSISTANT  FEATURES  EDITOR  to  help 
oversee  seven  daily  entertainment/ 

I  lifestyle  sections,  weekly  Food  & 

'  Healthy  Living  section,  weekly  TV  view- 
1  ing  guide  and  various  special  projects. 

<  Previous  supervisory  experience  essen¬ 
tial,  as  well  as  3-5  years  experience 
]  reporting. 

PHOTO  EDITOR  to  lead  award¬ 
winning  staff  of  six  in  technologically 
.  advanced  environment.  Familiarity  with 
!  QuarkXPress,  PhotoShop,  MediaGrid  a 
i  plus,  along  with  strong  understanding 
I  of  digital  photography's  potential  and 
challenges.  5-10  years  daily  photo- 
:  journalism  experience  required,  includ- 
I  ing  3-5  in  management. 

'  THE  BUSINESS  JOURNAL  OF 
CHARLOTTE  is  looking  for  a  managing 
I  editor.  This  is  an  award-winning 
'  weekly  business  newspaper,  which  is 
part  of  American  City  Business 
Journals  Inc.,  and  is  headed  by  a 
Pulitzer-prize  winning  publisher.  The 
Business  Journal  is  based  in  the  new 
ACBJ  headquarters  building  in 
Charlotte,  one  of  the  fastest-growing 
business  cities.  A  veteran  news  staff, 
that  routinely  scoops  the  daily,  has 
won  numerous  state,  regional  and 
national  awards.  We  pay  competitive 
salaries,  have  above-average  benefits 
and  advancement  opportunities.  If  you 
want  to  work  and  play  hard  in  a  pub¬ 
lishing  niche  that  is  the  media  of  the 
I  future,  let  us  know. 

Here's  what  you  need:  At  least  three 
years  af  newspaper  editing  experience 
and  a  proven  track  record  of  innova¬ 
tion,  teambuilding  and  leadership. 
Send  examples  of  your  work  and 
references  to  Joanne  Skoog,  editor, 
1 20  W.  Morehead  Street,  Suite  200, 
Charlotte,  NC  28202,  fax  (704)  973- 
1 1 03;  or  via  E-mail  to: 

!  jskoog@amcity.com 


THE  DAILY  TIMES-CALL  in  Longmont, 
Colorado  is  seeking  a  QuarkXPress/ 
Photoshop  whiz  who  is  a  pro  with  a 
Macintosh,  but  comfortable  with  a  PC. 
Primary  responsibilities  include  page 
design  and  copy  editing;  side  work  will 
include  Photoshop  and  creation  of 
local  graphics.  Longmont  is  a  short 
drive  from  Denver,  Boulder,  and  Col¬ 
orado's  mountain  recreation  areas, 
and  the  Times-Call  is  a  recent  Society 
of  News  Design  World's  Best  winner. 
Send  clips  and  resume  to  Personnel 
Manager,  Attn:  News  Editor,  The  Daily 
Times-Call,  P.O.  Box  299,  Longmont, 
CO  80502. 

THE  DAYTON  DAILY  NEWS  (160,000 
daily;  205,000  Sunday)  is  seeking  a 
3-12  reporter  who  goes  after  news 
with  a  passion  and  produces  well- 
written  stories  on  deadline.  Applicants 
should  have  at  least  2-3  years  daily 
newspaper  experience  covering  cops, 
law  enforcement  or  government. 
Strong  writing  skills  a  must.  We  are  a 
Pulitzer  Prize  winning  new^aper  that 
values  reporters  who  write  for  Page  1 . 
Contact:  John  Erickson,  metro  editor, 
Dayton  Daily  News,  45  South  Ludlow 
Street,  Dayton,  OH  45402. 


THE  DAYTON  DAILY  NEWS  is  looking 
for  an  experienced  designer/copy 
I  editor  for  the  news  desk.  Experience 
:  with  pagination  helpful.  Skill  and 
speed  at  design  essential.  We  are  mov¬ 
ing  to  a  $90  million  state-of-the-art 
production  facility  and  planning  a 
redesign.  The  future  looks  bright.  Send 
:  resume  to  Steve  Roberts,  news  editor, 

I  Dayton  Daily  News,  45  South  Ludlow, 

I  Dayton,  OH  45402.  E-mail: 

steve_roberts@coxohio.com 

THE  DENVER  POST  hos  two  openings 
in  Business  News.  We're  looking  for 
great  journalists  to  cover  a  range  of 
areas  that  could  include  information 
technology,  legal  issues  or  agriculture. 
The  successful  applicant  will  have  a 
business  reporting  background  and 
'  skill  in  explaining  complex  issues  to  the 
overage  reader. 

Send  photocopies  of  clips  that  show 
both  reporting  and  writing  ability,  and 
I  resume,  to: 

I  Business  Editor  Dan  Meyers 

j  The  Denver  Post 

1 560  Broadway 
'  Denver,  CO  80202 

business@denverpost.com 

i  THE  PARIS  NEWS,  an  award  winning 
1  2,(XX)-daily  serving  five  counties  has 
opening  for  Managing  Editor  to  direct 
1 2  person  staff.  Must  nave  prior  man¬ 
agement  experience,  know  Macintosh, 
QuarkXPress,  layout-design  skills  a 
I  plus.  Excellent  work  environment  with 
'  good  salary  and  benefit  package. 

Send  resume  to  Publisher,  Mike  Grax- 
!  iola,  P.O.  Box  1078,  Paris,  TX  75460, 

I  phone  (903)  785-8744. 

;  WRITER/EDITOR  for  leading  weekly 
newsletter  covering  the  business  side  of 
managed  health  care.  Daily  or  weekly 
deadline  experience  required.  Position 
based  in  our  suburban  D.C.  office. 
Send  resume,  clips,  and  cover  letter 
stating  salary  requirements  to  Aspen 
i  Publishers,  Inc.,  Attn:  SL,  200  Orchard 
I  Ridge  Drive,  Gaithersburg,  MD 
j  20878.  Fax  (301)  417-7666.  Na 
I  phone  calls.  EOE 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

THE  JOURNAL  NEWSPAPERS  in 
Northern  Virginia  have  on  immediate 
need  for  an  informed,  insightful, 
organized  self-starter  who  is  an 
excellent  persuasive  writer.  This  editor 
plans  and  executes  the  Opinion  Page  5 
days  a  week  and  represents  the  news¬ 
paper  in  the  community.  Send  letter, 
resume,  clips  to  Jane  Touzalin,  The 
Journal,  6408  Edsall  Road,  Alex¬ 
andria,  VA  22312;  or  fax  to 
(703)  846-8366;  or  send  via  E-mail 
(no  attachments  please)  to: 
jtouzalin6jrnl.com 

THE  ROBESONIAN,  a  15,000  daily  in 
southeastern  North  Carolina,  is  looking 
for  a  city  editor.  A  reporter  who  is  o 
strong  writer  with  a  desire  to  get  into 
management  would  be  a  goocT candi¬ 
date.  Some  layout  work  will  be 
required,  but  the  job  is  mostly  editing 
and  helping  develop  stories  with  a 
young  staff.  Applicants  should  be  self¬ 
starters  who  can  motivate.  Wages  and 
benefits  are  competitive.  Send  resume 
to  Donnie  Douglas,  editor,  P.O.  Box 
1 028,  Lumberton,  NC  28359. 


THE  SACRAMENTO  BEE  has  imme¬ 
diate  openings  for  a  Deputy  Busi¬ 
ness  Editor  and  on  Assistant  Business 
Editor.  Applicants  for  either  job  should 
have  substantial  editing  and  reporting 
experience  in  business  journalism. 

The  Deputy  Business  Editor  will  be  sec¬ 
ond  in  command  of  a  20-person  staff; 
the  Assistant  Business  Editor  will 
monitor  and  edit  business  wires  and 
supervise  several  reporters. 

Send  cover  letter,  resume  and  clips  to: 

Bill  Endicott 

Deputy  Managing  Editor 
The  Sacramento  Bee 
P.O.  Box  15779 
Sacramento,  CA  95852 


WASHINGTONPOST.NEWSWEEK 
INTERACTIVE,  publisher  of  washing- 
tonpost.com  seeks  a  full-time  senior 
producer  for  its  Metro  Section.  The 
producer  will  assign  and  edit  breaking 
news  stories,  create  special  reports, 
book  and  host  live  discussions.  Will 
also  help  create  a  community¬ 
publishing  product  and  local  Web 
portals.  At  least  five  years  journalism 
experience  required,  some  as  a  break¬ 
ing-news  reporter  or  editor,  and 
ideally  some  on  the  Web.  Strong  edit¬ 
ing  skills  and  proven  news  judgment. 
Abilitv  to  learn  new  software  very  j 
quickly.  Knowledge  of  the  D.C.  area 
and  knowledge  of  Web-publishing 
technologies  are  plusses,  but  not 
required.  Please  send  your  resume  and 
salary  requirement  to  Human 
Resources/Metro  Producer,  WPNI, 
1560  Wilson  Blvd.,  Suite  800,  Arl¬ 
ington,  VA  22209  or  E-mail: 
jobsedil6wpni.com  We  are  committed 
to  diversity  in  the  workplace  and  pro¬ 
mote  o  drug  free  vrork  environment. 

WE  NEED  REPORTERS,  EDITORS  with 
proven  research,  writing  flair  for  new  I 
global  report  probing  energy  market  ! 
issues  at  political  and  business  levels. 
E-mail  your  detailed  resume  please, 
jobs  in  USA,  Europe,  or  Asia  to: 

personnel6petrodata.co.uk  I 


_ EDITORIAL _ 

THE  SYRACUSE  NEWSPAPER  in 
Syracuse,  NY,  is  seeking  hard- 
charging  news  reporters  to  rill  some 
anticipated  vacancies  on  our  staff. 
Experience  covering  daily  newspaper 
beats  a  must.  Send  your  best  clips  and 
resume  to  Richard  A.  Sullivan,  AME, 
The  Syracuse  Newspapers,  P.O.  Box 
491 5,  Syracuse,  NY  1 3221 . 


THE  VALLEY  NEWS  DISPATCH,  a  7- 
day  newspaper  in  the  suburban  Pit¬ 
tsburgh  market,  is  seeking  an  experi¬ 
enced,  self-starter  with  a  minimum  of 
two  years  experience.  If  you're  good  at 
turning  over  rocks  and  then  turning  it 
into  a  good  story,  this  job  is  for  you. 
Send  resume  and  work  samples  to: 

Richard  A.  Monti 
Valley  News  Dispatch 
210  Fourth  Avenue 

_ Torentum,  PA  1 5084 _ 

TIMES  COMMUNITY  NEWS 

Times  Community  News  publishes  the 
high-profile  Our  Times  local  news  sec¬ 
tions  now  delivered  with  the  Los 
I  Angeles  Times  and  complement  The 
Times'  coverage  of  the  Los  Angeles 
Metropolitan  Area.  All  applicants  for 
TCN  positions  should  send  work  sam¬ 
ples  to  Philip  Bonney,  editorial 
recruiter,  1717  4th  Street,  Suite  200, 
Santa  Monica,  CA  90401,  or  E-mail 
him  at  pbonney6earthlink.net 
Openings  at  present: 

REPORTERS 

TCN  has  immediate  openings  for 
talented,  aggressive  beat  reporters  with 
daily  experience.  Strong  candidates 
are  eager  to  break  big  news  stories 
and  craft  compelling  features  to  help 
I  enhance  The  Times'  coverage  of  local 
!  news. 

COPY  EDITORS/PAGE  DESIGNERS 
TCN  has  immediate  openings  for 
talented  copy  editors  and  page 
designers  on  our  award-winning 
Orange  County-based  production 
team.  Copy  editors  must  have  daily 
newspaper  experience,  and  be  able  to 
'  handle  stories  quickly  and  cleanly  on 
deadline.  Designer  must  possess  sound 
news  judgment,  strong  QuarkXPress 
skills  and  a  creative  eye. 

NEWS  ASSISTANTS 

Must  be  dependable,  detail-oriented 
{  and  have  some  writing  experience. 
This  is  an  entry-level  position  designed 
for  the  best  people  to  move  up  to 
reporter. 

CITY  EDITORS 

Must  have  stronq  people  skills,  strong 
copy-editing  skills,  be  able  to  teach 
young  reporters  and  enjoy  community 
journalism.  At  least  three  years'  daily 
reporting  experience  is  required. 

INFORMATION  SYSTEMS 

IT  PROF ESSKDNALS/NEW  MEDIA 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 


_ FREELANCE _ 

FREELANCE  WRITERS 
National  financial  services  magazine 
looking  for  experienced  business 
writers.  Banking  expertise  helpful.  Send 
brief  description  of  qualifications  to: 
kcline6bai.org 


_ FINANCE _ 

ASSISTANT  CONTROLLER 

A  commercial  printing  plant  is  looking 
for  an  assistant  controller  for  a  4- 
person  accounting  department.  This  is 
a  hands-on  position  interacting  with 
the  production  departments.  Main 
duties  include  G/L,  Job  Costing,  Inven¬ 
tories  and  Credit  &  Collections.  B.S. 
degree  in  accounting  and  experience 
pr^erred.  Must  have  good  verbal  and 
written  communications  skills.  Com¬ 
petitive  benefits  and  salary. 

Send  resume  to: 

Gannett  Offset  -  St.  Louis 
Attn:  Controller 
1212  Dielman  Industrial  Court 
Olivette,  MO  63 1 32 
E-mail:  rhenson3776aol.com 

EOE 


EDITORIAL 


_ MARKETING _ 

INTERNET  MARKETING 
COORDINATOR 

To  expand  Clemson  University's 
media  relations  and  cammunications 
through  Internet,  E-mail,  other 
interactive  media  such  as  CD-ROMs  or 
information  kiosks.  Requires  Bachelor's 
degree  and  at  least  3  years  of  experi¬ 
ence.  Must  be  proficient  with  major 
WEB  publishing  software,  knowledge 
of  browser- server  software  and  WEB 
server  configuration,  have  competence 
in  HTML  and  a  general  knowledge  of 
principles  of  communications  and 
marketing.  Experience  with  MAC 
Operating  System  Required.  Clemson 
is  an  AA/EOE.  Reply  to  Cathy  Sams, 
j  Clemson  University  Public  Affairs,  Box 
j  345611,  Clemson,  SC  29634-5611. 


EDITORIAL 


NewTimes 

IS  GROWING  AND  IN  SEARCH  OF  EDITORS. 

New  Times  publishes  magazine-style  weekly  newspapers  -  covering  local 
news  and  features,  restaurants  and  sports,  film  and  music  -  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San  Francisco,  Los  Angeles, 
Cleveland  and  St.  Louis.  Our  stories  inform  and  entertain  readers, 
provoke  strong  reactions,  and  win  national  awards.  We  are  accepting 
applications  now  for  the  following  fulltime  editing  positions 
(the  interview  process  will  include  a  test): 

MAlUfilNG  EDfTOR 

PHOENIX.  HOUSTON.  CLEVELAND  AND  ST.  LOUIS 

This  position  requires  fine  writing  and  editing  skills  and  the  ability  to 
help  staffers  produce  superior  stories.  The  managing  editor  also 
supervises  the  day-to-day  operations  of  the  editorial  department. 
Houston  candidates  should  have  a  strong  feature/arts  background: 
Phoenix  and  St.  Louis  candidates  should  be  well  grounded  In  news: 
Cleveland  applicants  must  have  experience  in  both  features  and  news. 

ASSOCUTE  EDTTOR 
FT.  LAUDERDALE 

We  are  looking  for  an  editor  with  a  strong  news  background  who  can 
craft  a  compelling  narrative  and  work  well  with  writers. 

MUSIC  EDITOR 
DENVER 

This  job  entails  planning/editing  a  music  section,  hiring  freelancers 
and  writing  a  local  music  column  as  well  as  non-music  features. 

CALENDAR  EDITOR 
DALLAS 

We  need  a  writer  with  a  distinctive  voice  and  broad  cultural 
interests  to  organize  and  write  a  weekly  entertainment  calendar 
and  report  on  the  arts. 

New  Times  offers  competitive  salaries  and  benefits.  Interested 
candidates  should  send  cover  letter,  r6sum6  and  clips  to; 

Christine  Brennan 
Executive  Managing  Editor 
P.O.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at 

www.newtjnMS.com. 
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HELP  WANTED 


_ NEW  MEDIA _ 

ASSISTANT  DIREaOR/ELEaRONIC 
COMMUNICATIONS 
CENTRAL  MICHIGAN  UNIVERSITY 
College  of  Exfended  Learning. 
Responsible  for  creating  and  devel¬ 
oping  content  for  all  CEL  promotional 
electronic  communications,  including 
the  official  CEL  home  pages,  electronic 
newsletters,  web  versions  of  student 
and  alumni  publications,  web  versions 
of  brochures,  etc.  Minimum  qualifica¬ 
tions  include  o  Bachelor's  degree  in 
English,  journalism,  communications  or 
related  discipline;  three  years  of  expe¬ 
rience  in  writing/editing  print  pub¬ 
lications  ond  one  year  experience  in 
web  content  ond  page  development; 
demonstrated  ability  to  use  desktop 
publishing  and  web  construction  soft¬ 
ware;  demonstrate  positive 
interpersonal  skills;  ability  to  handle 
multiple  projects  and  meet  simulta¬ 
neous  deadlines;  and  ability  to  com¬ 
municate  effectively  and  project  a  posi¬ 
tive  image.  Please  submit  application 
letter,  non-returnable  writing  samples, 
resume,  and  names  of  three  references 
to  Susan  Hunter,  director/marketing 
and  communications.  College  of 
Extended  Learning,  CEL  North,  Central 
Michigan  University,  Mount  Pleasant, 
Ml  48859.  Review  of  applications  will 
begin  May  10,  1999  and  will  continue 
until  the  position  is  filled.  CMU  pro¬ 
vides  flexible  benefits,  and  excellent 
retirement  program  with  tax  deferred 
investment  options,  tuition  waiver  for 
employee  and  family,  and  competitive 
salaries  in  an  environment  committed 
to  excellence  and  customer  service. 
CMU,  an  AA/EO  institution,  is  strongly 
and  actively  committed  to  increasing 
diversity  within  its  community.  See 
www.cmich.edu/aaeo.html 


INFORMATION  SYSTEMS 


Openftges 


j _ NEW  MEDIA _ 

VERMONT  DAILY  NEWSPAPER  look¬ 
ing  for  webmaster  to  bring  newspaper 
and  other  sites  online  with  MSAccess 
and  web  interface.  Knowledge  of 
related  software/ systems  necessary. 
Excellent  salary  and  benefits.  Contact 
G.  Johnston,  P.O.  Box  668,  Rutland, 
VT  05701.  Or  E-mail 

graciej@rutlandherald.com 

PHOTOGRAPHY 

ASSISTANT  PHOTO  DIREQOR 

I 

I  If  you  have  seasoned  technical  ability 
j  in  photography  coupled  with  dynamic 
I  people  skills,  we  have  an  exciting 
J  opportunity  to  help  develop  the  best 
I  photo  staff  in  the  West.  The  Fresno 
I  Bee,  Central  California's  leading  daily 
I  newspaper  (circulation  1 50,000  daily; 
j  190,000  Sunday)  has  an  immediate 
1  opening  for  assistont  photo  director  to 
I  assist  in  department  administration, 

I  picture  editing,  story  development, 
j  evaluation,  coaching  and  staff  devel- 
I  opment.  Must  have  4-6  years  picture 
I  editing  experience,  and  2-3  years 
I  shooting  experience  on  a  daily  paper. 

!  B.A./B.S.  in  Journalism  preferred, 
i  Qualified  candidates  will  have  strong 
'  people  skills,  be  energetic  and  able  to 
:  motivate  other;  possess  excellent  com- 
j  munication  skills,  and  have  the  ability 
I  to  see  opportunities  in  every  situation. 

I  Competitive  solary  based  on  experi- 
I  ence  plus  excellent  benefit  packoge. 

I  The  Bee  values  and  encourages 
!  workplace  diversity.  Send  resume, 

'  cover  letter,  ond  samples  of  your  work 
'  before  May  21  to  The  Fresno  Bee, 
Human  Resources  Dept.,  1626 
I  E  Street,  Fresno,  CA  93786. 

Resume@fresnobee.com 

'  The  Fresno  Bee  is  committed  to  o 
i  workplace  free  from  drug  and  alcohol 
j  use.  Therefore,  all  offers  of  employ- 
;  ment  are  contingent  upon  successful  com¬ 
pletion  of  a  drug  test. 


INFORMATION  SYSTEMS 


APPLICATIONS 

TRAINER 


Ever  thought  of  working  in  the  computer  industry?  American 
Computer  Innovators  is  looking  for  bright,  energetic  copy  editors  and 
page  designers  to  train  other  newsroom  professionals.  Ours  is  the 
only  truly  open,  database-driven  publishing  system  available  today. 

Do  you  know  Microsoft  Word?  QuarkXPress?  Are  you  an  effective 
communicator  and  teacher?  Want  to  travel?  ACI  offers  excellent 
salaries  and  benefits.  Join  a  winning  team. 

Send  a  resume  and  cover  letter  outlining  your  future  goals  and  current 
salary  requirements  to: 

Molly  Keegan,  Controller 
American  Computer  Innovators,  Inc. 

611  Belchertown  Road 
Amherst,  MA01002 
Fax:  (41 3)  256-3125 
E-mail:  mollyk@aci-openpages.com 


_ PHOTOGRAPHY _ 

STAFF  PHOTOGRAPHER 
The  Omaha  World-Herald  is  seeking  a 
staff  photographer.  We're  an 
employee-owned  regional  newspaper 
with  daily  circulation  of  220,000  and 
state-of-the-art  photo  equipment  and 
facilities.  Ideal  candidates  will  have  a 
college  degree  and  professional  expe¬ 
rience  in  news  and  feature  photog¬ 
raphy.  Mail  resumes  to  James  R. 
Burnett,  director  of  photography, 
World-Herald  Squore,  Omaha,  NE 
68102.  E-mail  to: 

jamesburnett@omaha .  com 


PREPRESS  SYSTEMS 
PROGRAMMER/ANALYST 

The  Washington  Post  is  seeking  expe 
rienced  IS  professionals  to  join  their  Pre¬ 
press  Systems  Group. 

We  are  looking  for  someone  with 
strong  analysis  and  communication 
skills,  and  who  enjoys  working  with 
others,  who  will  help  us  develop  and 
support  Prepress  applications  for 
advertising,  newsroom  and  other  pre¬ 
press  client  departments.  Candidates 
should  be  proficient  working  with  UNIX 
and/or  NT  servers,  and  have  previous 
systems  development  and  support 
experience;  Oracle,  VB  or  C  pro¬ 
gramming  preferred.  Experience  with 
LANs,  Macintosh,  Windows  95/98/ 
NT  workstations.  Postscript,  and  RIPs  a 
plus.  Prior  Prepress/publishing  systems 
experience  desired.  Day  shift  and  eve¬ 
ning/night  shift  (4  day  work  week) 
positions  are  available. 

The  Washington  Post  is  a  dynamic  and 
rewarding  place  to  work.  We  offer  com¬ 
petitive  salaries  and  an  excellent  bene¬ 
fits  package.  For  consideration,  please 
mail  your  resume,  with  salary  require¬ 
ments,  to: 

The  Washington  Post 
ATTN:  SEPRE 
11 50  15th  Street,  NW 
Washington,  DC  20071 
E-mail:  seresumes@washpost.com 

We  are  committed  to  diversity  in  the 
workplace  and  promote  a  drug-free 
work  environment. 


PRESSROOM 


PRESS  DEPARTMENT  MANAGER  at 
one  of  six  newspapers  ranked  by  NAA 
as  having  the  best  practices  in  the 
nation  and  located  in  one  of  the  most 
desirable  cities  in  Florida.  Applicants 
must  have  successful  record  of 
supervision  and  leadership.  Manager 
supervises  sixteen  press  operators  who 
produce  514  daily  pages  and  220 
Sunday  pages  weekly  with  as  many  as 
1 08  process  color  ads  per  edition  and 
dozens  of  editorial  color  photos  on 
nine-unit,  six-deck  Goss  Metro  Press. 
Write  to  publisher,  Naples  Daily  News, 
P.O.  Box  7009,  Naples,  FL  34101. 

PRESS  OPERATOR  -  Experience  with 
Urbanite  preferred.  Afternoon  paper 
Monday  -  Friday,  AM  weekends.  No 
commercial  work.  Family  owned. 
23,500  in  Bowling  Green,  KY.  Fax 
Larry  Simpson,  (502)  781-0726. 


_ PRESSROOM _ 

PRESSMEN  WANTED 

Growing  family  owned  newspaper 
j  group  in  New  York  State  is  seeking 
I  experienced  Goss  Community  press- 
i  men.  To  apply,  send  resume,  salary 
history  and  requirements  to  Michael 
Valentine,  4367  Walden  Avenue,  Lan¬ 
caster,  NY  14086  or  fox  (716)  684- 
3659  or  E-mail  cgweb@pcom.net 

PRODUaiON/TECH 

j  QUAUTY  ASSURANCE  MANAGER 

We  need  your  to  help  keep  us  the 
I  Northwest's  Best  Newspaper!  In  this 
j  position  you  will  develop,  lead  and 
I  maintain  the  quality  assurance  efforts 
!  for  the  Seattle  Times  production  opera- 
i  tions,  including  programs  to  improve 
I  print  quality  and  customer  service, 
j  while  reducing  costs  and  improving  pro- 
;  ductivity.  Requirements  include  a 
'  thorough  knowledge  of  the  newspaper 
j  production  process,  including  3-f  years 
j  of  print  quality  management  experi- 
j  ence.  Must  have  in-deptn  knowledge  of 
pre-press  and  offset  press  processes, 
j  especially  color  reproduction,  and 
quality  assurance  methodologies 
I  (TQM,  CQI,  etc.)  and  tools  (^C, 
j  FMEA,  etc.).  Must  have  excellent  com- 
I  munications,  organizational,  analytical 
I  and  PC  skills  and  have  a  strong 
:  customer  service  orientation.  Job  HR- 
;  159/JK  is  a  regular  full-time  position 
;  with  a  pay  range  of  $56-75K/year, 
j  DOE.  Send  resume  to  The  Seattle 
I  Times,  P.O.  Box  70,  Seattle,  WA 
[98111,  or  fax  to  (206)  515-5560. 

Equal  Opportunity  Employer 


I  BEAUTIFUL  BOULDER,  CO 
I  Sales  Director  for  1 04  years  old  daily 
'  newspaper.  Manage  all  aspects  of  2 
'  million  dollar  annual  revenue  stream. 
Must  have  success  stories  within  highly 
competitive  markets.  Must  be  an 
excellent  trainer  and  motivator.  Great 
i  pay  and  benefits.  Send  resume  to  Pub- 
;  fisher,  P.O.  Box  1719,  Boulder,  CO 
I  80306. 

I  - 

i  SALES  MANAGER -ADitus 
TORONTO -CANADA 
You  are  a  leader  in  media  sales  with 
demonstrated  success  leading  a  team 
of  account  managers.  Your  ability  to 
;  coach  and  mentor  your  team  has 
I  driven  sales  beyond  expectations.  You 
'  thrive  on  challenge,  pursue  every 
,  opportunity  to  its  fullest  and  apply  your 
1  sense  of  vision  and  creative  problem 
j  solving  skills  to  constantly  develop  and 
I  execute  successful  marketing  strategies. 

Your  consultative,  fact-based  selling 
I  skills,  combined  with  your  ability  to 
attract,  motivate  and  develop  a  team  of 
t  highly  successful  account  managers 
I  will  be  essential  in  this  role.  Add  this  to 
[  your  exceptional  interpersonal  skills 
and  values-based  leadership  style 
which  has  allowed  you  to  build  strong 
partnerships  with  both  multi-market 
I  advertisers,  agencies  and  internal 
I  customers  and  you  are  ready  for  this 
:  new  challenge.  Your  Bachelor's 
;  degree,  knovdedge  of  media  and 
media  research  and  computer  profi- 
:  ciency  in  MS  Office  will  round  out  your 
;  qualifications. 

I  Please  send  your  resume  to  ADitus 
I  Human  Resources  Manager,  1 450  Don 
j  Mills  Road,  Don  Mills,  Ontario  M3B 
2X7  fax  (416)  442-2247. 
j  We  thank  all  applicants  in  advance, 

I  however  only  those  selected  will  be  con- 
i  tacted. 
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CLASSIFIED  ADVERTISING 
INFORMATION 


deaduhes 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturd^’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 


Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 

1  week . $11.75 

2  weeks  . $10.35 


POSITIONS  WANTED 

(includes  online  posting) 

1  week . $5.50 

2  weeks  . $4.60 


3  weeks  . $9.05  3  weeks  . $3.80 

4  weeks  . $7.85  4  weeks  . $3.40 

ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $10.10 

2  weeks . $8.90 

3  weeks  . $7.80 

4  weeks . $6.75 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 5.00  per  insertion 
Positions  Wanted  -  Add  $7.50  per  insertion  USA 
All  international  box  reply  -  $30.00 


The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 


4  weeks . $100  pci 


Make  ctieck  payable  to  Editor&  Publisher 
— —  or  charge  to  your  American  Express, 

iMi  MasterCard  or  Visa.  Please  supply  name 

■■■■  pupHil^  ■aiBfi  on  card,  account  number,  expiration  date 
and  card  holder's  signature. 

Please  note:  Inlemalionalads,  newaccou^andposHions  waiM  ads  must  pre-pay. 


Ill/s'.  !J 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information;  1.  Name,  2.  Company,  3.  Mailing  /Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for  contract  rates,  displc^  ad  copy  specifications  and 
procedures 

MAIL;  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  Yorir,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
michelea@mediainfo.com 
lisad@mediainfo.com 


VOICE:  (21 2)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Michele  Appello  /  Extension  173 
Lisa  Dixon  /  Extension  174 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


POSITIONS 

WANTED 

_ ADMINISTRAnVE _ 

PUBLISHER  WITH  FOLLOWING 
TRAITS:  bottom  line  oriented,  revenue 
driven,  leads  by  example,  embraces 
change,  thrives  on  competition, 
excelimt  people  skills,  active  in  com¬ 
munity  and  currently  producing  37% 
EBITDA.  If  this  is  what  you're  seeking 
let's  talk.  Very  confidient  with  20+ 
years.  Reply  to  Box  08814,  Editor  & 
Publisher. 


ADVERTISING 


EDITORiAL 


EXPERIENCED,  FLORIDA-BASED 
(Daytona  Beach);  45  minutes  to 
Orlando;  close  to  Odondo  and  Ken¬ 
nedy  Space  Center;  90  minutes  to 
Jackson;  easy  access  to  Tampa, 
Tallahassee;  full  time  correspondent/ 
freelance  writer  available  for  assign¬ 
ments;  clips,  areas  of  expertise  avail¬ 
able  on  request;  AAoiraLynn  Mefein; 

(904)  254-4898, 

Mar^^inZl  7@aol.com  Box  9716, 
DoykxKi  Beach,  FL  321 20-971 6. 


unparalleled  commitment  a 
ership,  senior  staff  member.  20  years 
experience  seeks  challenging  and 
rewarding  opportunity  in  a  Publisher 
Diredor/VP  position.  E-nrail: 

mykonos55@yahoo.com 


SOLJTH  JERSEY  LOCATION  wanted  by 
experienced  editor.  Solid  page  design, 
headline  writing,  copy  editing  and 
story  assignment  skills.  Mac  and  QuarkX¬ 
Press  experience.  Reply  to  Box  08800, 
Editor  &  Publisher. 


NEXT  ISSUE 
NOVEMBER  6'" 


For  your  FREE  copy, 
please  call  Michele  Appello  at 
(212)  675-4380  ext.  173  or 
e-mail:  michelea@mediainfo.com 

Advertisers,  for  space/material 
deadlines  call  Hazel  Preuss  at 
(212)  675-4380  ext.  171 


^  Details  at 

www.mefJiainfo.coTTi 

Iclick  Classifivtisi 


\  E&P  EMPLOYMENT  ZONE  CHART 
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by  Dan  Ehrlich 


Who,  what,  why,  when,  where  am  I? 

One  reporter  wonders  what  ever  happened  to  the  traditional  news  lead 


Returning  to  the  American  news 
market  after  more  than  two 
decades  abroad  was  something 
akin  to  being  suspended  in  time  and  wak¬ 
ing  up  in  a  Brave  New  World,  where  edi¬ 
tors  no  longer  raise  their  voices  and 
reporters  call  the  shots. 

What  ever  happened  to  who,  what, 
where,  why,  when,  and  how?  Young 
reporters,  progressively  lacking  the  firm 
hands  of  “old  pros”  tend  to  think  of 
themselves  more  as 
authors  or  scriptwrit-  YOIIHQ  T 

ers.  The  news  lead  is 
now  the  feature  lead,  prOQfC 

with  the  hook  often 
buried  six  graphs  into  lackiRQ 

the  story. 

On  the  other  hand,  hands  Of 
I’m  going  by  what  I 
experienced  at  one  tcnd  tO 

newspaper  group  and 
other  horror  stories  that  themsel 
periodically  turn  up  in 
Editor  &  Publisher  and  aut 

American  Journalism  . 

Review.  SCnpt 

While  many  editors 
complain  about  the  present  calibre  of 
reporters,  from  my  perspective,  they  don’t 
seem  to  be  doing  much  about  it  in  an  age 
of  market-oriented,  pla.stic  identity  chain 
sheets,  where  filling  space  and  soothing 
egos  are  more  important  than  scoops  and 
tightly  written  stories. 

That’s  mainly  becau.se  in  today’s 
media  scene,  cost-effectiveness  is  more 
important  that  an  editor’s  ideals.  Print 
and  broadcasting  news  chiefs  decry 
falling  standards.  But  do  they  really  want 
to  change  things?  That  would  mean  tak¬ 
ing  a  step  backward,  something  unfath¬ 
omable  to  publishers. 

More  and  more,  news  to  American 
papers  is  a  mere  embellishment  to  the 
publication’s  real  purpose,  advertising 
revenue.  And  ad  revenue  vs.  overheads 
more  and  more  is  spelling  the  end  to  inde¬ 
pendent,  individually  owned  sheets.  Of 
course  this  is  a  broad  statement,  but  as 
fewer  and  fewer  independent  papers  sur¬ 
vive  endless  consolidation,  the  danger  to 
quality  journalism  and  even  to  the  free 
flow  of  information  in  a  free  press  will 


Young  reporters, 
progressively 
lacking  the  firm 
hands  of  “old  pros” 
tend  to  think  of 
themselves  more 
as  authors  or 
scriptwriters. 


become  more  and  more  apparent. 

Twenty-three  years  ago  local  daily 
papers  in  the  San  Francisco  Bay  area  had 
their  own  identity.  They  printed  all  the 
local  news,  had  mainly  local  sports,  and 
the  Fremont  Argus  looked  totally  different 
from  the  neighboring  Hayward  Daily 
Review. 

Today,  they  and  four  other  dailies  are 
part  of  the  expanding  ANG  Group,  which 
is  part  of  Dean  Singleton’s  even  larger 
MediaNews  organiza- 

pOrterS  purpose  of 

such  megagroups,  as 
iSivdy  anyone  can  tell  is 

simply  to  make  money, 
h©  firm  As  the  few  surviving 

mega-empires  spread 
old  pros”  their  uniformity  from 

coast  to  coast,  America 
hink  of  may  finally  achieve  what 

Britain  has,  a  national 
3S  mor©  press.  But  will  choice  be 

a  thing  of  the  past?  Will 
OrS  or  media  empires  be 

Hearst-style  power  cen- 
niers.  Jgp.  on  propagan¬ 

da?  Or  will  competition 
between  the  super  groups  create  better 
journalism? 

On  a  personal  level,  doing  a  short  stint 
at  an  ANG  paper  such  as  the  Oakland 
Tribune  is  something  I  shall  never  forget 
—  for  its  dullness. 

Gone  was  the  hustle  and  bustle  of  the 
city  room.  It  was  replaced  by  the  silence 
of  the  newsroom,  something  occasional¬ 
ly  interrupted  by  giggles  associated  with 
a  daring  paper  wad  fight  between 
reporters.  Editors  aren’t  allowed  such  fun 
or  stress  relief. 

You  apparently  can’t  talk  above  a 
whisper  at  today’s  newspapers  because 
reporters  can  no  longer  create  in  a  noisy 
atmosphere.  Blame  this  on  the  demise  of 
the  teletype  machine  and  typewriters 
whose  deafening  clatter  molded  a 
tougher  breed  of  hack,  one  able  to  talk 
and  write  at  the  same  time. 

Initially,  I  .saw  my  relief  work  positive¬ 
ly:  “At  last,  my  chance  to  shake  up 
American  journalism.”  What  I  didn’t  know 
was  firms  such  as  ANG  don’t  want  to 
shake  up  things.  And,  it  wants  to  keep  its 


low-paid  staff  happy  so  they  won’t  leave. 

The  group  hates  staffers  leaving  be¬ 
cause  that  means  hiring  new  people  which 
isn’t  easy  since  ANG  has  a  policy  of  not 
bankrolling  travel  or  lodging  for  job  appli¬ 
cants  and  paying  considerably  less  than 
the  going  area  salary  norms.  I  was  work¬ 
ing  as  senior  editor  and  wound  up  netting 
$100  per  week  after  paying  my  own  motel 
bills  and  car  rental,  something  I  needed 
since  the  only  affordable  motel  was  in 
Vallejo,  25  miles  from  Oakland. 

Yet,  it  was  all  worth  it,  just  to  see  how 
papers  have  changed  and  to  realize  these 
days  there’s  little,  if  any,  romance  and  fun 
left  in  print  journalism,  at  least  not  at 
high-tech  groups. 

The  experience  of  having  reporters 
either  indignant  or  near  tears  becau.se  I 
made  constructive  criticism  of  their  work 
is  something  I  found  hard  to  take,  as  1  did 
having  reporters  dictate  to  me  what  they 
would  and  wouldn’t  cover  on  their  beats. 

It’s  hard  to  believe  the  practice  of  keep¬ 
ing  staffers  happy  at  all  costs  is  wide¬ 
spread  across  America.  The  practice  here 
seemed  to  be:  Check  the  content  but  be 
understandingly  permissive  about  style. 

In  today’s  climate  of  media  consolida¬ 
tion  amidst  an  air  of  cost-effective  effi¬ 
ciency,  mediocrity  is  often  the  byproduct. 
With  little  or  no  editorial  competition 
among  sheets  and  advertising  the  real  rea¬ 
son  for  a  chain  paper’s  existence,  who 
needs  to  spend  money  on  great  reporters 
chasing  great  stories.  Just  let  ’em  write 
what  they  want  as  long  as  it  stands  up. 

So,  here  I  am,  back  in  London,  home  of 
old-fashioned  newspapers,  unfortunately, 
in  a  few  cases,  run  by  pompous,  self-pro¬ 
moting  editors.  But,  you  can’t  expect  per¬ 
fection,  can  you?  Just  look  at  broadcasting. 


Ehrlich  is 
freelance  writer. 


London-based 


Send  Shop  Talk  cokjmns  to  senior 
managing  editor  Steve  Yahn,  Edttor  & 
Publisher  11  W.  19lh  St,  lOlh  Floor,  New 
York,  NY  10011;  fax:  212-691*7207; 
e-maH:  shoptaik©mediainfo.com. 
Submissions  are  maximum  of  850  words 
relating  to  the  newspaper  industry. 
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On  April  25,  nearly  43  million  newspaper  readers  saw  the  side  of  Mark  McGwire  that  struggles  to  be 
a  good  father,  candidly  discusses  psychotherapy  and  believes  life's  greatest  challenge  is  maintaining  a 
relationship  with  the  opposite  sex.  Every  week,  USA  WEEKEND  provides  a  fresh,  relevant  perspective 
on  today's  most  talked  about  people,  issues  and  events.  Take  a  closer  look  at  our  new,  re-styled  pages 
and  see  for  yourself  why  we're  the  nation's  fastest-growing  newspaper  magazine. 
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